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Planning office forms? Try MEAD Motstrite Bonp for 
interoffice memos, price lists, and sales bulletins. Its 
economy makes it ideal for high-speed quantity runs, 
whether by letterpress or lithography. Its famous mois- 
ture-proof package keeps it crisp and fresh. Other 


THE MEAD CORPORATION “Paper Makers to America’ 


members of the Moistrite family—ledger, duplicator 
and mimeo—perform a variety of utility tasks. 

Your printer or lithographer—and, behind him, Amer- 
ica’s leading paper merchants—knows that Mead Papers 


mean business. Ask for convincing proof. 


MEAD 


Sales Offices: The Mead Sales Co., 118 W. First St., Dayton 2-New York+Chicago+ Boston: Philadelphia+ Atlanta 


This advertisement, in full color in Time and Business Week, helps you. 
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It's just a matter of looks — 

good looks, that can make your 
mailings more profitable. A good 
looking, Cupples “Personalized” 
envelope, will properly present your 
mailing, and get that necessary 


readability for you. 


Call Cupples today. 
We will be happy to redesign 
your present envelope for your 


next important mailing. 


TRiangle 5-6285 


upples 


envelope co., inc. 


360 Furman Street + Brooklyn 1, New York 


Boston Washington Philadelphia 
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« fact is, every- 
thing needed for a 
complete and suc- 
cessful sales pro- 
motion and direct-mail 
advertising campaign 
is created and pro- 
duced under one 


responsibility. 
Creative and produc- 
tion know-how 
seasoned by 35 years 
of experience. An 
organization of 

112 persons. 


THE FOLKS on GOSPEL HILL 


a division of 
THE JAY H. MAISH COMPANY 
Advertising Agency 
MARION OHIO 


We welcome your direct mail ideas and news items for this department. Send al! material to 
Short Notes Department, The Reporter of Direct Mail Advertising, 224-7th St., Garden City, N.Y. 


00 IF THIS ISSUE is late reaching 
you . .. blame it on the dates of the 
conventions. Had to disregard our usual 
closing schedule in order to cover Detroit 
hullaballoo. We'll get back to normal 
(or nearly so) with the November Re- 
porter. Incidentally . . . mark your cal- 
endar right now. Dates for 1954 Boston 
conventions (Statler): MASA — Octo- 
ber 9-12; DMAA — October 13-15. 


[_] THE WEIGHT OF MAILINGS can 
be pre-determined without actual samples 
by using the postal weight charts includ- 
ed in the new 1953-54 Printing Year 
Book and Almanac. The book, publish- 
ed by Walden, Sons & Mott, Inc., 93 
Worth St. New York 13, N. Y., also 
has complete type identification section 
and up-to-date “where-to-find-it” guide 
for production men. Paper section has 
an exclusive feature of presenting stand- 
ard mill papers by grades, weights, 
packaging customs and envelope styles 
and sizes. The year book is well-worth 
the $2.00 per copy. It’s loaded with use- 
ful graphic arts information every d.m. 
producer will find helpful. 


() ONE OF THE BEST picture stories 
on salesmen we've ever seen was in the 
July-August issue of Pitney-Bowes Bul- 
letin, h. m. of Pitney Bowes, Inc., Stam- 


Crosse & Blackwell Co. (Baltimore, Md.) 
had their Christmas mail order catalogs 
in the mail. several months ago. Dick 
Randall, Manager of Crosse & Blackwell's 
Gift Service Dept. preceded the catalog 
mailing with a first class letter to ex- 
ecutives asking them to “please ask your 
secretary to be sure to let you see the 
memorandum and other material I am 
sending you by separate mail. If she 
will, she will help you escape a lot of 
worry and a big headache.” Dick got a 
lot of reaction. Some people wrote him 
thinking they might be getting orders 
instead of giving them. The Kimball cat- 
alog is, as usual, filled with many new 
items. Should have a big Christmas rush 
this year . . . and early. More mail order 
firms should lengthen their Christmas 
periods by getting catalogs, etc. out pron- 


DO“WE’VE STRETCHED WAY OUT” 
- + . says an illustrated giraffe on the 
clever five-fold folder from Typesetters, 
Inc., 305 E. 45th St., N. Y. C. As each 
fold is opened. . . the giraffe’s neck gets 
longer and he balloons messages: “With 
more machines” .. . With More Faces 
. . With More Space . . . Fully un- 
folded, it shows giraffe with tremen- 
dously long neck and final message: 
“But, You Can Reach Us At The Same 
Old Numbers: Pl 9-5048, Pl 9-5062.” 
Typesetter Machine and Ludlow type 
faces are also listed inside. Unusual use 
of clever art to put across the idea of 
ex i Write to Clarence H. Baylis 


ford, Conn. Three solid pages (19 photos) 
showed the life of E. Gordon Grill, PB 
salesman in Grand Rapids. Telescoped 
his business, home and community life 
. . . showing him as “resourceful and 
imaginative, friendly and persuasive” as 
any salesman can be. Congratulations to 
Bulletin editor Woodrow Johnson and 
photogs J. Warren Southwick and Ber- 
nard M. Birndorf for their good h.m. 
spread. Darn interesting reading! 


0 IT’S GOOD TO SEE that at least 
two mail order companies wasted no time 
with their Christmas mailings this year. 
Miles Kimball Co. (Oshkosh, Wisc.) and 


r 


at Typesetters. He may have some extra 
copies of their eye-catching piece. 


00 “UMANSHIP IS SHOWMANSHIP 
On The Production Line” is the name of 
a new plan for industrialists offered by 
Ralph E. Burt Associates (human re- 
lations consultants), 29 Worthington St., 
Springfield 3, Mass. Aims of the plan 
are to improve quality, safety and pro- 
duction through better employee rela- 
tions. Ralph Burt’s original booklet pros- 
pectus is a thorough presentation. Cover 
is titled: “Who is Responsible For Qua- 
lity, Safety, Production In Your Plant?” 
Under a die-cut flap in the cover is a 
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The inside story of 
the list business +14 


How do you pick your lists? By science, art or intuition? 
They are all good systems, but whatever method you use, 
experience is sure to be the basis for your judgment. If 
you are the purely scientific type mailer, you of 
course select only very logical prospects, keep 
careful records of your results and follow up 
with more of the same kind of names. There is nothing 
wrong with this method, but it’s a self-limiting operation. 


The Art of List Selection 


When you want to expand, you must develop the art of 
picking the right lists. The art of list selection is a combi- 
nation of science and intuition. Whole new markets are 


about what kind of people will respond to an of- 
fer. This hunch, of course, is also based on ex- 
perience — forgotten perhaps, but still experience. 


opened up on what seems to be a pure hunch d 


It was inspiration which prompted the circulation mana- 
ger of a home decoration magazine to test a men’s do-it- 
yourself list. Results were so good that he now tries all 
lists in that category. A firm selling books on economics 
took what seemed to be a wild guess and tested a list of 
people thought to be just gardeners who were mail order 
conscious. When the test worked, an analysis 
= Y _ of the list showed that these were really people 
~ interested in making a living on the land and 
that they were interested in everyday economics. A finan- 
cial service stumbled on the fact that there was some kind 
of analogy between metaphysics and the workings of the 
stock market. A business paper discovered that it apppeal- 
ed not only to the regular executive, but to ambitious men 
who wanted to start their own small business. 


A magazine appealing to older people found that certain 
kinds of gardeners and people who liked to 
keep their cars shining were among their best 
prospects. A firm selling an auto accessory 
found very few lists of buyers of other auto gadgets good, 
but did find — of all things — that such diverse lists 
as buyers of sex books and administrators of church 


property were very rewarding. 


Holding Down Your Overhead 


If these mailers had relied purely on logical reasoning 

and the scientific approach, they would never have un- 

_ covered these good sources of names. On the 

4 other hand, a mailer who tests high, wide and 

handsome increases his overhead and reduces 

his profits to a dangerous degree. No mailer can afford 

to remain in the experimental stage for long periods. 

A certain proportion of his tests must produce or the 
plan of operation should be revised. 


An experienced broker is in a wonderful position to help 
a mailer with his testing schedule. He has observed over 
a period of many years hundreds and hundreds of tests 
and their results. Take us for instance. In 25 years we 
at Names Unlimited have accumulated a tremendous 
store of experience. We have the records of re- 

sults for hundreds of mailers on lists of all kinds 

of mail order buyers — in all fields — business, 
financial, gift, parents, hobbyists, home interest, agents, 
inspirational, sewing, metaphysical, juveniles, sport, in- 
tellectual, wearing apparel, religious, fund raising, lux- 
ury food, reducing, health and almost anything you can 
think of. 


To publish a catalog of our lists is impossible. The in- 
format’on would be out of date by the time the catalog 
came from the printer. Not a day goes by that we don’t 
have a change on several lists. Sometimes these changes 
affect the quality of the list; sometimes just the number 
of names. Our periodic audits of lists often show up en- 
tirely new aspects of the names. To tell anyone about all 
our lists would be a waste cf time because no 
mailer, however broad his appeal, can use all 
kinds of lists. That’s where we come in. We can 
be as selective as you want us to be in our recommenda- 
tion. It’s up to you to tell us if you would like a rela- 
tively few suggestions or whether you want to use your 
own creative imagination — your own intuition in the 
selection of lists. If so, we can swamp you with possi- 
bilities. Which will it be? Advice or information? Just 
call Murray Hill 6-2454, or drop us a note. 


President 
NAMES UNLIMITED, INC. 


352 Fourth Avenue Murray Hill 6-2454 N. Y. 10, N.Y. 
Charter Member National Council of Mailing List Brokers 


OUR 25th YEAR IN THE LIST FIELD 
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creative design 


Combine Color — 


Illustrations — Message 
To Make Your Envelopes 
Get More Results! 


A good envelope does not only “enclose” . . . it 
challenges! Tension Creative Design” envelopes are 
planned by our skilled art staff to make your mail 
or packaging more profitable by making it more 
appealing before it's opened! 


Creative design makes your mail “outstanding” . . . 
takes it out of the ordinary . . . gives it attention 
value .. . gets it seen . . . helps get it opened and 
read. It gives your envelope-packaged products eye- 
appeal, and helps move them off the shelf. 


Investigate Tension “Creative Design” today. And 
find out, too, about “Tension Inventions”: Envelopes 
tailored specifically to do new, unusual jobs . . . or 
old jobs better! (See the ad below.) 


ENVELOPES To Save 


- You Labor, Speed Service, 
NTIONS eda Speed Service 


Prevent Mistakes! 


Mail Problems? — 


Here's an Brings 
Change Back —Increases Returns! 


When you ask customers to return small 
change by mail—do you make it easy and 
safe for them to do so? Here’s an envelope 
specially designed for carrying coins and 
currency in complete safety. It incorporates 
Tension’s built-in coin pocket with safety tab 
to hold small change securely. 


Your prospects know this envelope is de- 
signed for mailing small change. They slip 
currency in it without hesitation—and trust it 
to the mails. This customer confidence brings 
you more returns. You run no risk of torn 


Write for a sample today! 


“eye TENSION ENVELOPE CORPORATION 


New York 34, 
St. Lewis 10, Mo 
Minneapolis |. 


N.Y.—522 Fifth Avenue 
-—5001 South 
1, Minn.—129 North 2nd St. Fe. 


west Ave. 


Des Moines 14, lowa—1912 Grand Avenue 
Kansas City 8, Mo.—19th & Campbell Sts. 


Worth 12, Texas—5900 East Rosedale 


large red letter “U” with a small mirror 
tipped on. The booklet completely ex- 
plains the plan . . . how the “U” Cam- 
paign applies showmanship for ultimate 
results. A reply card is attached to the 
inside back cover. Write to Ralph Burt 
and ask him for a copy. 


(0 DIRECT MAIL ON SHOE STRING: 
Bostonian Shoes has a good customer 
follow-up for local dealers. A few 
months after a customer buys a pair of 
Bostonian shoes . . . he receives a sim- 
ple dealer-imprinted folder. The cover an- 
nounces: “Happy Birthday To Your Bos- 
tonians.” Inside, the short message: 
“Our records show that you last 
purchased BOSTONIANS here on 
(date). We sincerely hope that these 
shoes have given the genuine solid com- 
fort and performance you'd expect from 
fine shoes like Bostonians. So here’s 
GREETINGS to your Bostonians 
with a fresh new pair of laces to dress 
them up for the occasion”. The pair of 
laces is attached under the message. 
Darn good . . . proving once again that 
good relations never end with the sale. 


02 “RESEARCH” UNLIMITED: Maben 
Jones of The Letter Shop, 1207 Taylor 
St., Columbia, S.C. sent us samples of 
a newspaper clipping idea the shop uses 
with fine results. Consists of clipping 
news items about local personalities from 
papers. Attached to a sheet headed: “WE 
READ SO MUCH ABOUT — Murders, 
Flood, Gambling, etc.—IT’S A PLEAS- 
URE TO READ ABOUT YOU!” ... 
they are mailed to the local newsmaker. 
Maben says this idea comes from a re- 
search bureau ir Chicago. Could be . . . 
but the “research” job was a little late. 
Fact is, Les Shively of Louisville, Ky., 
developed the identical idea (same word- 
ing exactly) about a year ago . .. and 
it was carried in these columns at that 
time. Anyhow, it’s a darn good idea. 
After all . . . What's a little scisssors and 
paste “research” between friends? 


OA NOVEL POP-UP VIEWER that 
can be mounted on most any heavy stock 
mailing piece has been perfected by 
Brownie Manufacturing Co., 55 Frank- 
fort St., New York 7, N. Y. It consists 
of a die-cut cardboard frame, a disc of 
color transparencies, and a tiny viewing 
lens. Mounted flat on the mailing 
Piece .. a small rubber band snaps 
the viewer into position when opened. 
Looking through the small lens and 
turning the disc . . . the recipient sees 
a series of color messages and pictures. 
Results on this viewer idea seem to be 


good. One produced for Irvin, Neisler 
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Tempt more 


readers inside 
with 


HAMMERMILL 
COVER 


Wins and holds attention for your promotion pieces 


with its 3 outstanding advantages 


I. STRIKING APPEARANCE 33. RUGGED DURABILITY 


For irresistible eye appeal, Hammeimill Cover is Unusua! strength is a basic quality of Hammermill 

produced in a rainbow array of eleven lively colors Cover. Made from strong, virgin spruce fibers, it will 

and a clear, bright white—-ail scientifically selected withstand repeated handling. And it has toughness 

for their popularity. They provide soft, warm back- together with pliability to fold and crease cleanly 

grounds for colored inks. And printers can supply without cracking. 

Hammermill Cover in a choice of distinctive finishes 

—Antique and Ripple, Brushmark and Morocco. ASK YOUR PRINTER to show you examples of jobs 

What’s more, all Hammermill Cover has high bulk he has turned out on Hammermill Cover. You'll see 

for weight, resulting in a rich, substantial feel. why he recommends it for catalogs, broadsides, book- 
lets that command attention and tempt readers in- 


SUPERIOR PRINTABILITY side— where you can reach them with your selling 


Hammermill Cover has a uniformly resilient printing 
surface for letterpress or offset—in all finishes. Its 
firm texture takes and holds inks properly. And it 
prints rapidly, enhances the appearance of halftones, 
line cuts, solids, ornaments and type. Antique and 
Ripple finishes are exceptionally like-sided for 
“work and turn” printing. 


BY THE MAKERS OF HAMMERMILL BOND 


You can obtain business printing on Hammermill FOR) CATALOGS 
Cover wherever you see this shield on a printer's PRICE LISTS - FOLDERS - BROADSIDN 
window. Let it be your guide to printing satisfaction. 
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Fox River merchant 
to see this fine 
lightweight bond. 
4 FINISHES 


7 COLORS 
4 GRADES 


“Just Between 
OFFICE GIRLS” 


A monthly 84x11 publication to 
which employers may subscribe for 
} distribution among their office girls. 


Purpose: To help management inspire 
| their personnel to work more accurate- 
ly, conscientiously and enthusiastically. 
| Short, easy-to-read articles teach loy- 
} alty, responsibility and pride in pro- 
| ducing to the best of their ability. 
Prices range from 20¢ per copy for 
| 15 to 10¢ for 500. Complete informa- 
} tion and sample copies of Just Between 
| OFFICE GIRLS available on request 
for 25¢. 


FAIRMAIL SERVICE 
417 Cleveland Avenue Plainfield, N. J. 


(from page 6) 


& Co. Decatur, Ill. (pharmaceutical man- 
ufacturers) caused a tremendous reac- 
tion. We think the viewer we saw (at- 
tached to a blotter) could have ~~ 
larger to show bigger pictures... 

the idea surely is an prea ale 
loaded with realistic impact. Write to 
M. M. Brown of Brownie for more de- 


tails. 


COTHE EDITORS OF FORTUNE have 
published a book. Rather . . . edited a 
book just published by McGraw-Hill. 
Paper cover, 270 pages. Price $3.50. 
Titled Why Do People Buy? It’s a col- 
lection of all the articles during past 
year in the series devoted to analyzing 
communications and selling. Included is 
the much talked about article on direct 
mail by Edgar Smith, “The Postman 
Rings for Sales.” Well worth having in 
your library for future reference. 


IT SHOULDN'T TAKE LONG be- 
fore a fat fraud order is dropped on a 
Robert Sherwood, National Chairman, 
and “The League of St. Christopher” 

. » San Juan Capistrano, Calif. Dis- 
guised as a religious organization affiliat- 
ed with the Mission San Juan Capistra- 
no .. . the “League” is mailing un- 
ordered medallions of St. Christopher 
for which they ask a contribution of 
$1.00. The letter states: “As you know 
the League of Saint Christopher is a 
non-profit, non-sectarian organization 

. ”. Actually, the “league” is a purely 
commercial venture. The “league” has 
no connection with either the Roman 
Catholic Church or the Cld Mission 
San Juan Capistrano. The Los Angeles 
Better Business Bureau has already un- 
veiled the racket . . . next step is up 
to the Postal Inspectors. 


(1) WHILE EVERYONE seems to be at 
sixes and sevens over the postal rate 
situation (see John Yeck’s hard-hitting 
story on page 41) we got a kick out 
of the humorous W. H. Cunningham 
story in Sept. 17th’s Cleveland (Ohio) 
Press. Slugged “Uncle Sam’s Bargain 
Days” . . . it was a tongue-in-cheek ac- 
count of the Press scribe’s purchase of 
post office stamped envelopes. He found 
that you can buy 25 stamped envelopes 
for 89 cents — while 24 cost him 96 
cents. The new postal price scale (to 
encourage buying 25 lots or more) gives 
you 25 envelopes for seven cents less 
than 24 would cost. But Cunningham 
found out that any dreams of fast-mo- 
ney speculation from the bargain are 
out. You can only sell them back at the 


price of postage. Cunningham also figur- 
ed out that if you buy enough you can 
get stamped envelopes for 3.654 cents 
each. Big economy . . . in the shadow 


of trying postal times. 
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(2 A 3-D LETTER was used by Bur- 
roughs Direct Mail Advertising, 2617 
S. Broadway, Los Angeles, Calif. to 
explain their move into a brand new 
building. 3-D picture of the building’s 
front (with glasses attached) formed 
the cover for a four pager. Two pages 
inside were a letter on Burroughs’ let- 
terhead . . . announcing the move as a 
“Real 3-D Attraction.” Three times as 
much floor space as their old location 
at 935 S. Valencia St. In addition to 
their expanded quarters, the letter also 
told of Burroughs’ direct mail service 
— the “Burroughs 3-D Treatment: 
Depth of thought, Depth of interest, 
Depth of direct mail writing. A good 
letter . . . and a good use of the realism 
craze. 


0 INSTITUTE FOR ADVERTISING 
CONTROLS is a new _ organization 
launched by public relations counsel 
George Black of Hillside, N. J. The 
new institute’s aim will be to study ad- 
vertising systems and controls under a 
five-point program. The program is hop- 
ed to be the answer that will systematize 
and simplify the ad manager’s job. Black, 
who gained many advertising contacts as 
Secretary-treasurer of N.I.A.A.; Presi- 
dent of Industrial Marketers of N. J.; 
and Public Relations Director for Cooper 
Alloy Foundry Co., reports that the 
institute will pledge itself to the over- 
all task of systematizing the advertising 
management function, . . . creating bet- 
ter communications between advertising 


and other pany divisi 


7) 


O A “FURS AS GIFTS” PROMO.- 
TION has been kicked off by the As- 
sociated Fur Manufacturers, Inc., 101 
W. 30th St., New York 1, N. Y.... 
with 3,500 promotion kits mailed to 
fur retailers. Each kit contains 8 pamph- 
lets of press releases, retailers’ bulletins, 
and a composite “fashion show” pam- 
phlet with 15 fashion sketches of the 
new fall lines. The individual aids to 
retailers, fur buyers, merchandisers and 
ad and display managers outline a com- 
plete “Fur As Gifts” selling plan. Press 
releases in the kit are tailored to fit 
both newspaper and radio mediums. 


(0 CANADIAN GYPSUM CO., LTD., 
170 Bloor St. W., Toronto, Canada, is 
getting first-rate coverage with their ap- 
pealing external house magazine Building 
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TO PUBLISHERS WHO WANT 
SUBSCRIBERS — 


YOUR PROSPECTS ARE HERE! 


. « » These and many other Lists com- 
piled and arranged in any desired 
financial and geographical classifica- 
tions . . . Addressing done directly on 
your own promotion literature. 


1,725,000 PROFESSIONAL PEOPLE 
4,000,000 BUSINESS EXECUTIVES 
15,000,000 HOME OWNERS 
26,000,000 HOME MAKERS 
15,000,000 BUSINESS MEN 


SPECIALIZED AUTOMOTIVE LISTS 
. . . 375,000 names—the most com- 
plete and detailed coverage of the 
automobile industry, including — 


@ AUTO ACCESSORIES RETAIL 

®@ AUTO FILLING STATIONS 

® AUTO FILLING STATIONS AND 
GARAGES COMBINED 

®@ AUTO FILLING STATIONS OPERATING 

RETAIL ACCESSORY OUTLETS 

AUTO GARAGES 

AUTO GARAGES ALSO SELLING 

ACCESSORIES 

@ AUTO DEALERS ALSO OPERATING 
GARAGES AND FILLING STATIONS 

@ AUTO DEALERS ALSO OPERATING 

RETAIL ACCESSORY OUTLETS 

AUTO REPAIR SHOPS, EXCLUSIVE 

AUTO TIRE DEALERS, EXCLUSIVE 

AUTO RECAP AND VULCANIZERS 

NEW CARS (by makes) AND USED CAR 

DEALERS 


AND — 
WORLD-WIDE MAILING LISTS 


Foreign and domestic... PONTON’S 
‘up-to-the-minute’ Lists of Business 
and Professional classifications, 
compiled and arranged for every 
purpose — in every country. 


ws. 
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THE ‘BACKBONE’ OF BUYING POWER 
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. «+ 115 million names carefully and 
accurately compiled to include both 
individual and business names — to 
insure that ‘direct-to-the-spot’ mail- 
ing. 


MANUFACTURERS © WHOLESALERS 
MERCHANDISE RETAILERS © BUSINESS 
MEN COVERING UNITED STATES ¢ MALE 
FACTORY WORKERS © FEMALE FACTORY 
WORKERS © SERVICE COMPANIES ¢ 
ARCHITECTS © ENGINEERS © ATTORNEYS 
ACCOUNTANTS TEACHERS PHYSI- 
CIANS © DENTISTS OPTOMETRISTS 
OPTICIANS NURSES HOUSEWIVES 
BETTER CLASS HOME OWNERS 
CHIROPRACTORS, etc. 


Ot low! by experienced typists 
—~oseuring ond eed. 

ing Plates in our Stencil 

metering, sorfitg molling .. . 


fast, service com 
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“fhe tomplete and reliable 

MAILING 
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Bach of us has but one correct 
mame, one correct address. Each of 
is a good prospect to some, 
r prospect to others . . . hence 
the importance of choosing 
ht List for the right purpose. For 
ely 08 “PONTON” 


Establish National Cash 


DIRECT SELLING 


MAIL ORDER 


Only In Publication 
Advertising Can Start You 


Increase your sales. Move merchandise. Reach 
your best markets effectively. Obtain direct- 
+s, mail orders, agents, 
inquiries, leads. Sell your product nationally, 
regienaily through pulling ads in newspapers, 
magazines, trade papers. We show you how. 
and ~ 4 your 

let 


selling pr y 
nomically. che your 


Get powerful ad 

Selection, sound advice, striking layouts, low 
cost artwork and ad production. Our motto: 
success is ovr success." Our specialty 

is helping large, medium and small direct 
selling mail order concerns grow. —_ — 
1923. Fully 9 y 
pay no more for publication space a 
through us, as we charge publishers’ rates all 
publications. Write in detail, call in person 

thly for ti ads, consult 


MARTIN Advertising AGENCY 


Direct Selling Mail Order Ad Specialists 
15 E. 40th St., Dept. 15, New York LE 2-475! 


FULL COLOR 
POSTCARDS 
for less than 1¢ apiece! 


<x Made direct from your trans- 
parency, Crocker’s full four-color 
postcards with their exclusive Mirro- 
Krome finish are ideal for direct 
mail, dealer promotions and many 
other uses. Write today for free 
samples and price list. 


ment R-9 
H. S. CROCKER CO., INC. 


SAN BRUNO + CALIFORNIA 


MAKE ‘EM LAUGH! 


@ Friendly prospects buy quicker. Make 
© yours laugh with the “Let's Have Better 
© Mottoes” monthly mailings. Unusual — 
© effective — economical — exclusive. Write 
for details on your business lett 
FREDERICK E. GYMER 

@ 2125 E. S$. Cleveland 15, Ohic 


INTINUED 


News. Filled with pictures, home im- 
provement ideas, and general building 
hints . . . it’s printed both in English 
and French. Mailed to a list of 35,000 
names in Eastern Canada who are build- 
ers or influence building. Ad Manager 
H. G. Elliott reports that C.G.C. uses 
the house magazine instead of trade 
space because “we're sure of 35,000 
shots right in the centre of our target.” 
After seeing a copy of Building News 
. ... we think Canadian Gypsum is due 
for a lot of bullseyes! 


() THERE’S A SEQUEL to that Short 
Note on page 10 of the August Re- 
porter . . . entitled “Here’s A Hot 
One.” It was about a reader who mailed 
a post card to a national advertiser ask- 
ing for a booklet . . . and the booklet 
finally arrived, more than a year later. 
Only way the recipient could be sure it 
came from his original request was that 
the advertiser clipped off his name and 
address and pasted it to the booklet wrap- 
per. The sequel is that John H. Tobe 
of Tobe’s Seeds Limited, Ontario, Can- 
ada admits that his company does the 
same thing — on purpose! The only 
difference is they don’t wait a year to 
do it. Tobe’s receives hundreds of re- 
quests for their catalog which are ab- 
solutely undecipherable. When office 
experts fail to decipher the writing . . 
they simply clip the name and address 
from the original request and paste it 
on the envelope — hoping the post of- 
fice will succeed. The system works be- 
cause the post office has hieroglyhic ex- 
perts who seldom miss. 


FLEXIBLE DEALER-HELP pro- 
gtams using magazine ad reprints are 
producing a lot of extra sales impact 
for national advertisers. Centrally locat- 
ed in Kansas City, Kan., National Ad- 
vertising Service Co., Inc. (2055 N. 
17th St.) handles entire “packages” for 
national magazine advertisers . . . from 
printing reprints to invoicing dealers. 
Their recent program for Lennox Fur- 
nace Co. makes it possible for dealers to 
tailor-make their own campaign on the 
local-level. 24 four-color ad reprints from 
Newsweek, Better Homes @ Garden, 
S. E. P., etc. are imprinted with special 
dealer sales message. Dealers have op- 
tion to use any of the pieces to mail on 
any of the 24 mailing dates. The Len- 
nox Furnace Direct Mail Kit for dealers 
was developed by Ray Champion, Len- 
nox Merchandising and Advertising 
Manager, and their agency Henri, Hurst 
& McDonald, Inc. (Chicago) in co- 
operation with National. Nationa!’s Pres- 


ident Donald Carter reports that they’re 
handling similar flexible packages for 
Gibson Refrigerator Co., Cook Paint & 
Varnish Co., and other national adver- 
tisers. Sounds like a wonderful set-up 
for advertisers to get extra mileage on 
space ads at a low cost. 


() THE ORCHID MAILING IDEA was 
revived by Master Matrix Service Co., 
Inc., 320 E. 39th St., New York 16, 
N. Y. to celebrate their 14th anniversa- 
ry. All Master Matrix customers received 
an orchid . . . with a small card ex- 
pressing Master’s appreciation and 
thanks for helping in the company’s 
growth. It’s an old idea . . . but still a 


good one. 


[] A REALISTIC DIE-CUT FOLDER 
promoting their Christmas golf ball kit is 
offered free to professional shops by 
MacGregor Golf Co., Cincinnati Ohio. 
The folder is in the exact shape of the 
lizagator-grain, zippered kit which holds 
a dozen balls inside. Back of the die- 
cut kit has space for the pro shop’s 
personal imprint. Hugo Wagenseil & 
Associates, Dayton, Ohio agency created 
the mailing piece. Should be a wonderful 
stimulator for MacGregor’s Christmas 


() SOME MAP PUBLISHERS have had 
the false notion that their maps couldn't 
be sold by direct mail. Then along 
comes Harald H. Prommel, Sales Man- 
ager of the Map Division of Jeppesen 
& Co., Stapleton Airfield, Denver 7, 
Col . . . who reports that by creating 
a map which interests people Jeppesen 
& Co. is blasting the old theory. The 
company is currently selling maps by 
mail at a profitable rate . . . aided 
by a colorful brochure and a small fold- 
er entitled: “The Story Of The Map 
That Reads.” The special interest peo- 
ple have in Jeppesen maps is installed 
by producing them four-color lithogra- 
phy and a shaded relief technique 
which gives the maps a realistic 3-D ef- 
fect. Add Jeppesen Natural-Color Maps 
to the long list of successful mail items 
the “experts” screamed “couldn’t be 
sold by mail.” 


SHOP-TALK AROUND MADI- 
SON AVENUE in New York these 
days is that the Second Advertising 
Essentials Show (November 16, 17 
& 18) is going to be tremendous. Spon- 
sored by Advertising Trades Institute, 
Inc. 270 Park Ave., N.Y.C. . . . the 
first show in The Hotel Biltmore’s Bow- 
man Room drew over-capacity, a whale of 
a success with 101 exhibitors. This year’s 
exposition of advertising supplies is be- 
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THAT WINS ACCLAIM! 


WARETONE MIRROR FINISH 

OLD TAVERN METALLICS 

M-J POSTCARD 

GUARANTEED FLAT GUMMED PAPERS 
RELYON REPRODUCTION PAPER 


McLAURIN - JONES 
FINE PAPERS 


™ 


> 


Clarity is important in printing. It gives sparkle, zest and snap to your 
printed piece . . . makes it come alive! 


Put new life in your printing, label, box covering and postcard work. Win 
new acclaim. 
Print on the one line of fine paper designed to compliment your craftsmanship! 


McLAURIN-JONES COMPANY HEADQUARTERS: BROOKFIELD, MASS. 
OFFICES: NEW YORK ° CHICAGO . CINCINNATI ° LOS ANGELES 
Mills. Brookfield and Ware, Mass., Grand Rapids, Mich., Homer, la. 


McLAURIN-JONES FINE PAPERS 
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ing upped all around. 165 exhibitors 
on display in November make it neces- 
sary for the show to move to the Bilt- 
more’s Grand Ballroom and adjacent 
ballrooms. An estimated attendance of 
over 10,000 is expected. The first show 
drew 6,100 visitors . . . mostly sales 
promotion executives and buyers. As at 
the June Showing, screen, radio and TV 
stars will present frequent door prizes to 
lucky ticket holders. The buzz around 
Madison Ave. these days say Chairman 
Tom Noble and his co-workers at A. 
T. I. have got another hit on their 
hands. Write direct to Tom at the Insti- 
tute for complete information and show 


tickets. 


[] BLISS BINDERY CO., 12th & 
Cherry Sts., Philadelphia, Pa. tells the 
story of its services to local printers and 
publishers with a die-cut piece which 
showcases an unusual job each month. 
Glossy photo of the Bliss “Job of The 
Month” is tipped on the inside of a 6” 
x 9” folder. A die-cut “picture frame” 
in the cover highlights the photo. Short 
copy inside points out the particular 
bindery features of the job. One month 
it’s an accordion fold . . . next month a 
gate fold, etc. Back page of the folder 
credits the printer responsible for the 
showcased job. The idea is created by 
Maurice H. Orodenker Agency, Phi- 
ladelphia . . . and the same theme is 
used in Bliss trade paper ads. 
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[] A WONDERFUL REPORT .. is the 
one published by the Public Relations 
Department of Champion Paper and 
Fibre Company, Hamilton, Ohio, on 
“Operation Impact” (J/nternational 
Management Productivity And Confer- 
ence Tours) sponsored by the Econo- 
mic Cooperation Administration. Under 
the program, nearly 300 top manage- 
ment executives from seventeen countries 
of Western Europe came to the U.S. 
for a first-hand view of American in- 
dustry in operation. .The Champion 
memento report records the experiences 
of ten European industrialists who were 
included in the pulp and paper itinera- 
ry . as guests of Champion. The 
two-color book give a complete pictorial 
of the itinerary from start to finish. A 
beautiful, spiral-bound job .. . de- 
signed by K. C. Pratt, Inc., N. Y. C. 
and lithographed by Progress Lithogra- 
phing Company, Cincinnati. 


(0 ANNUAL REPORTS worthy of men- 
tion this month come from N.I.A.A., 
The Advertising Council, and the Har- 
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ris-Seybold Company. N. I. A. A.’s ac- 
count gives good coverage to the organ- 
ization’s multitude of projects. Commit- 
tees did a wonderful job. The Harris- 
Seybold Report is complete in every 
graphic arts detail. Features five full- 
color scenes (store, classroom, office, 
etc.) which show that “Everywhere you 
look you see printing.” Also contains 
photos of Harris-Seybold’s complete line 
of presses, cutters, etc. in action. The 
Advertising Council's Report is a bril- 
liant and proud commentary on the 
wonderful achievements they've made 
during their 11th year. Everything from 
getting out the vote to campaigns for 
student nurse recruitments. After read- 
ing about The Advertising Council's 
wonderful work — for blood donations, 
better schools, CARE, civil defense, com- 
munity chests, fire prevention, ground 
observer corps, Red Cross, U. S. Savings 
Bonds to mention only a few — it’s al- 
most umbelievable that some narrow 
minds could accuse the Council of being 
subversive. We suggest that the Wash- 
ington crackpots who did . . . read this 
report. They'll sure change their tune in 


a hurry! 


(1) SPEAKING OF REPORTS... 
congratulations are in order for both 
Advertising Federation of America and 
National Industrial Advertisers Associa- 
tion for the bangup jobs they did hand- 
ling their respective convention reports. 
Besides being valuable reference works 
in themselves (complete talks, panels, 
etc.), we were impressed with how fast 
both organizations got them out. 
AFA’s June 14-17 Cleveland report was 
received early in August; and the N. 
I. A. A. Pittsburgh June 22-25 Con- 
ference Proceedings hit our desk on 
August 20th. Both reports were a big 
job to produce. Limited copies of the 
AFA 49th Annual Convention High- 
lights are avai'able at 50c each. Write 
to AFA Headquarters at 330 W. 42nd 
St., New York 36, N. Y. 
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() REPEAT PERFORMANCE: During 
the past five or six months this depart- 
ment has given frequent plaudits to 
Charm magazine (575 Madison Ave., 
New York 22, N. Y.) for their top 
drawer direct mail pieces. We've had 
to. The magazine is consistently turning 
out some of the best stuff around. This 
month we’ve got to spotlight them again 
- ... and let Vivienne Litt of Charm 
take a bow for their new booklet Charm 
Brings The Buyer Back Alive. Its size 
(22” x 7%") and impact couldn’t be 
overlooked by any recipient. Large type 
printed in two colors runs through the 
booklet’s eight pages . . . describing the 
promotion and merchandising value of 
Charm’s Fashion Showroom at 1384 
Broadway, N. Y. C. It outlines their 
showroom calendar for 1954 . . . ex- 


Every Story Has a Moral 
-.. even when it's about 


GARDEN CITY 
ENVELOPES 


Here is a copy of a letter we didn't 

receive, from a grateful though non- 
existent customer in Warm Mottress, 
Arkansas (located just above Hot 

Springs); 


Sirs: 


Since using your envelopes, 
our direct-mailings have 
more punch. A recent mail- 
ing, without envelopes, to 
illiterates in West Over- 
shoes County, drew an abso- 
lute blank. 


Later, we made the same 
mailing, using your envel- 
opes, to a selected list of 
car owners, offering 4 Free 
set of new Whitewalls. We 
were swamped by the re- 
sponse. 
We're strong boosters 
for Garden City 


Envelopes from 
now on. 


Virtually, 
(Name Omitted) 


THE MORAL? 


(Of course there’s a moral). Simply 
this; direct your mailing to the 
ight audience . . . have somethin 

of interest to tell them . . . an 

always USE GARDEN CITY 
ENVELOPES! Period! 

WANT PROOF? We've got it! Want 
ideas? We’ve got ’em! Want service 
that’s slightly terrific? That’s us! 
Give us a ring. Call any of the 
ang—but, do it now! COrnelia 
#°3600. 


SPECIALISTS IN ENVELOPES 


AND OUTSTANDING SERVICE 


e MERCHANDISE 

e AIR MAIL 

e CATALOG STYLE 

POSTAGE SAVER 

e PACKING LIST 

e OFFICE SYSTEMS 

e BANK STYLES 

e EVERY OTHER STYLE 


PHONE OR WRITE 


Ciry Exvesore Co. 
3001 North Rockwell Street 
Chicago 18, Illinois 
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Check the material 


you want, sign your name, 


It depends on the importance of the sales 
letter. Perhaps a 25% rag content bond 
would give a sales letter for a particularly 
inexpensive item more than sufficient 
prestige. 

On the other hand, sales letters with a 
big selling job might require at least a 
50% rag content bond made by Neenah 
to give it the necessary prestige. 

So when you have your sales letter- 
heads printed, remember, while it’s never 
wise to “pay too much for your whistle,” 
it’s equally unwise to “send a boy to do 
a man’s job.” 

To help guide you to the correct choice 
of quality paper for sales letters, Neenah 
offers you, without charge, The Psychol- 
ogy of Business Impression, which has 
been read and enthusiastically endorsed 
by thousands of prominent businessmen. 


and attach to your business letterhead. ry 
NEENAH PAPER COMPANY 


Neenah, Wisconsin 


mpression, 

Letterhead Test Kit and Opinion Cards. 

q C) 3 Keys to Selection and Use of Neenah 

Thin Papers, a portfolio of samples with 
ideas for effective use of thin papers. 


a 
s— The Psychology of Business | 


Matching envelopes in all grades of Neenah rag content bonds. 


plaining how the magazine will tie-in 
with showroom presentations. Mailed 
first class in a large, impressive yellow 
envelope. Another “charmer” their 
series of promotion pieces. 


PERSONAL NOTE TO DR. KINSEY: 
ust about the time last month when we 
were sick and tired of picking up every 
magazine in the country to be bom- 
barded with “exclusive” report on a re- 
port about your opus .. . it was a 
relief to receive the amusing one we got 
from Bill Williams & Co., 313 W. 37th 
St., New York 18, N. Y. It was a beau- 
tifully-printed 5%” x 7%” french-fold 
folder . . . heavy yellow stock, mailed in 
a protective box. Miniature replicas of 
a bird, a bee, and a butterfly were at- 
tached to the cover. Copy inside was 
about your favorite subject — “About 
the birds . . . the bees and butterflies 
. . -’The copy deserves a reprint here: 
“As surely as we wouldn't attempt to 
print our own discourse on sex know- 
ledge, because of our limited medical 
education; so similarly would we refrain 
from assuring you that we could capture 
the genuine ethereal beauty of the birds, 
bees or even butterflies. But we have 
established a reputation for using paper, 
type and ink to print a graphic picture 
that sells for YOU. We do not hesitate 
on occasion, to supplement basic print- 
er’s materials with accessories to enhance 
the value of the printed mailing piece . . . 
at times we even use the birds, bees and 
butterflies.” A timely piece . .. . loaded 
with showmanship! 


O PERSONAL NOTE TO NEW 
YORKER MAGAZINE: Here’s a like- 
ly contestant for your “Letters We 
Never Finished Reading Dept.” John 
Felix Associates, Inc., 154 Nassau St. 
New York 38, N. Y. persists in using 
this opening sentence in letters accom- 
panying their many surveys: “Yes this 
is another survey and, therefore, a 
nuisance and an intruder on your time.” 
How they get any response from a neg- 
ative approach like that is beyond us. 
But at least they’re honest about it. 


0 A “NAME CATCHING” GENIUS 
in Philadelphia is soon going to get 
caught with his racket down. This easy- 
money wizard is mailing a form letter 
to suckers which begins: “Your name 
has caught my interest because the let- 
ters it contains hold the magical spell 
of financial success for you in the im- 
mediate future.” The star-gazer says 
(Continued on page 52) 
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The NEWEST and BEST 


in all 


ADVERTISING MATERIALS and SERVICES 


will be found at the 


Second* 


ADVERTISING ESSENTIALS 
SHOW 


Grand Ballroom and Adjacent Ballrooms atop the 
HOTEL BILTMORE * NEW YORK CITY 


NOVEMBER 16th, 17th and 18th 


If you BUY . . . or if you SUPPLY 
PRINTING PAPER BINDING TYPE 
MAILING LISTS ENVELOPES ° LITHOGRAPHY 
VISUAL AIDS °* ART SERVICES °* DISPLAYS 
OFFICE EQUIPMENT * SPECIALTIES 
PHOTOGRAPHY 


Write Now for Guest Tickets or full 
information about Exhibit Space . . to 


ADVERTISING TRADES INSTITUTE, INC. 
THOMAS 8B. NOBLE, Chairman 
SUITE A-515, 270 PARK AVE., NEW YORK, N. Y. 
MURRAY HILL 8-0091 


* 6,100 active buyers attended the first Advertising Essentials Show in June 
where more than 100 suppliers exhibited their products and services. 
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Cover Story: 


Time... 
For a Change 


Just couldn't resist using that head- 
ing to introduce the new president 
of the Direct Mail Advertising As- 
Larry Chait of Time, 
Detroit, September 


sociation 
Inc., elected at 
30th. 

And for the benefit of retiring Les 
Suhler and other past presidents . . . 
we mean no disparagement of their 
administrations. Under a more or less 
fixed policy, DMAA presidents change 
every year. So this year we are hav- 
ing a man from Time, Inc. . . for a 
change. 

Larry Chait will probably make the 
fur fly ... for he is a hard worker. 
For his bread and butter, he holds 
down the job of Director of List 
Research for Time, Life, Fortune and 
Project X. All the rest of the time he 
is roaming around this country or 
Canada making speeches or working 
on some sort of committee connected 
with direct mail. 

He's a product of the hard coal 
country, around Scranton, Pa. After 
schooling there he worked on the 
Scranton Republican newspaper. 

Then came three years on three dif- 
ferent merchant marine ships as Chief 
Radio Officer. After the war, he 
stepped in as Direct Mail Ad Manager 
of The Wall Street Journal, where 
he really got the bug for doing busi- 
ness under a postage stamp (or per- 
mit). From Wall Street Journal he 
moved to Advertising Managership of 
Arthur Wiesenberger Company (mem- 
bers of N. Y. Stock Exchange) where 
he managed to inject new life into 
security advertising. Then in May of 
1951, to his spot at Time, Inc. . . a 
new job set-up with tremendous pos- 
sibilities. 

He was President of the New York 
Hundred Million Club for several 
years; has been chairman of many dif- 
ferent committees for the DMAA 
( Administrative Committee last year). 
He's a member of the copy creating 
committee for the U. S. Treasury 
Department. 

Larry Chait knows direct mail from 
A to Z and backwards. He knows the 
work of the Association likewise. He 
will keep the fires burning just as Les 
Suhler of Look has done during the 
past year. (See other item for DMAA 
Board elections.) 


Sunday Morning October 4th 
Statler Hotel, Detroit 


CONVENTIO 


To all of you 
who missed two 
wonderful conventions: 


This is written after two full nights 
of sleep following a solid week of only 
short snatches of unconsciousness. 

I've also had a day out in the air 
(that strange stuff). May Vander Pyle 
insisted on bringing her car down to 
the hotel early Saturday morning .. . 
to show us the sights of Detroit. We 
picked up Bill and Rhea Ewald and 
had lunch at Devon Gables. There 
with the Chairman (Bill) and Co- 
chairman (May) of the Steering Com- 
mittee and the Chairman of the Wives 
Entertainment Committee (Rhea) we 
could all match notes and see if we 
had a reasonably clear picture of all 
that happened during a hectic week. 

Later on, we all went out to the 
House of Charm to visit with Edith 
Fern Melrose . . . just as dusk was set- 
tling over Lake Michigan. I had heard 
at breakfast that Edith had given one 
of the best speeches of the convention 
(the last) but to the smallest crowd. 
It had been extemporaneous. I hadn't 
heard it . . . so wanted the story. We'll 
try to get it in this issue .. . but if 
not, in the next for sure. She is a fab- 
ulous character and her home is just 
like her. She told the convention, 
“What Men Should Know About 
Women.” An intriguing topic. 

But, let’s get to work on this report- 
ing business. What to report? What to 
leave out? What is different from pre- 
vious reports of Milwaukee, Philadel- 
phia, Chicago, Washington, etc. meet- 
ings? 

This may sound corny .. . but I 
had a strange feeling that there was 
an unseen director at these Detroit 
Conventions. I asked Father Alfred 
Schmidt of the Salvatorian Fathers if 
he thought I might be unwise in mak- 
ing such a statement. Also asked the 
same question of two lay leaders in 
the Jewish and Episcopalian faiths. All 
were favorable when they understood 
what I meant. Which may be difficult 
to explain . . . on a Sunday morning 
two days away from the hullabaloo. 
But strange things did happen in De- 
troit . . . in the convention halls . . . 
in Reporter suite 1-2-3-4, which was 
the meeting place for so many. 


Last year in reporting the Washing- 
ton Convention we couldn't tell the 
whole story. It was a good show in 
magnificent surroundings . .. but 
there was bitterness behind the scenes. 
A lot of internal squabbling. Personal 
animosities. So on that Sunday morn- 
ing a year ago I had to fall back on 
talking about the leaves changing color 
in Rock Creek Park . . . predicting 
(hopefully) that there would be color- 
ful changes in direct mail and the As- 
sociations. 

Many of those changes have hap- 
pened. They were evident in Detroit. 
Whether it sounds corny or not... 
there just seemed to be an unseen vis- 
itor or director who brought old feud- 
ists together; who patched up differ- 
ences; who threw people together for 
mutual advantages; who raised the 
plane of thinking and acting. 

I couldn’t possibly tell all the stories. 
Some of them wouldn't be believed. 
Like the newspaper fellow said after 
hearing Edith Fern Melrose . . . 
“Every word she said was true and she 
almost made me believe it.” Some of 
the incidents are too personal. A young 
fellow walked into our room about 
1:00 A.M. in the morning before the 
DMAA started. Said his boss told him 
to look me up on arrival at his first 
convention. He was already doubtful 
about the whole thing; didn’t think 
he'd get anything out of it. In a back 
bedroom sat a real oldtimer. His first 
convention for many years. Fed up 


NEW M.A.S.A. PRESIDENT 
PAUL KRUPP 
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REPORT... 


with too many. I took the young fel- 
low into the bedroom and asked the 
oldtimer to tell him what it was all 
about. “Tell him about direct mail and 
your first convention.” At five in the 
morning he was still talking, with the 
neophyte sitting at his feet. That ses- 
sion made the convention successful 
for both of them. 

A bell boy delivered a letter from a 
friend who couldn’t get to the conven- 
tion. Said he was discouraged with his 
business; wanted to quit and get a 
job. Just at that moment a prominent 
conventioneer asked me where in the 
world he could get a certain type of 
man for an assistant or a partner. It 
was uncanny. The man who wrote the 
letter had exactly the peculiar qualities 
wanted. We went downstairs and sent 
him a telegram. It may work out. 

Another old friend cornered me in 
a crowded corridor to ask a question 
which I couldn’t answer. While I was 
thinking how to say | couldn't answer, 
the best authority in the country on 
the subject passed by . and was 
cornered. 

Another fellow brought the dum- 
mies of his next year’s campaign up 
to the room to get our opinion. He 
needed one item to go along with the 
first mailing; won't describe the item 
for this story. Looked like it would 
have to be made specially at a high 
cost. Pete (Henry, Jr.) stuck his head 
in the door at that moment and over- 
heard the conversation. He said he had 
just met a fellow a few moments before 
on the exhibit floor who wanted to 
know who would be in the market for 
the identical special item. He rushed 
down and brought him to the room. 
Two more troubled people had been 
brought together. 

“Things” like that kept happening 
all week in Detroit. The unseen guest 
was even more evident in the meetings 
and parties. There was a new spirit of 
compromise; friendship; up - grading; 
love . . . whatever you want to call it. 

The MASA Convention started Sat- 
urday, September 26th (Kitty's birth- 
day) ... but many had been in De- 
troit since Wednesday for special group 
meetings. The MASA crowd has cer- 
tainly grown up since I first joined it 
thirty years ago. Details are handled 
smoothly by an efficient, calm crew. It 
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was Secretary Jeannette Robinson’s 
twenty fifth convention . . so she ought 
to know the ropes, and does. 

As previously mentioned, MASA at- 
tendance is limited to members only 

. SO we won't report on the details, 
except to comment on one of the most 
unusual and inspiring sessions this re- 
porter has ever witnessed. The early 
bird breakfast on Monday morning 
(Sept. 28). More than four hundred 


NEW DMAA 
BOARD MEMBERS 


Seven new members of DMAA Board of 
Directors were elected at Detroit, Septem: 
ber 30, 1953. See margin for photos . . 
reading top to bottom alphabetically. 

In addition, the following are still serv- 
ing unexpired terms: Lester Suhler, (Chair- 
man of DMAA Administrative Committee) 
Subscription Manager, Look, 110 Tenth St., Des 
Moines 4, la; Howard S$. Mark, (DMAA Can- 
adian Vice President) Advertising Manager, 
Robert Simpson Company, Ltd., 167 Yonge 
St., Toronto, Ont., Canada; Lawrence G. 
Chait (DMAA President) Director of List Re- 
search, Time, Inc., 9 Rockefeller Plaza, New 
York 20, N. Y.; May O. Vander Pyl, Ad- 
vertising Letter Service, 2930 Jefferson East, 
Detroit 7, Mich.; Herbert Buhrow, Manager 
Industrial & Business Book Dept., McGraw- 
Hill Book Co., 330 West 42nd St., New York 
36, N. Y. 

Also: Milton E. Bell, Vice President, Ab- 
bott, Kerns and Bell Co., 338 N. W. Ninth 
Ave., Portland 8, Oreg.; Walter J. Berko- 
witz, Secretary-Treasurer, Tension Envelope 
8. Mo.; Ralph 1. Curtis, General Manager, Ross- 
Martin & Co., 423 East 4th St., Tulsa 1, Okla.; 
Charles S. Downs (DMAA American Vice 
President), Vice President, Advertising and 
Public Relations, Abbott Laboratories, North 
Chicago, IIl.; Frank Gerhart, Advertising and 
Sales Pr Manager, American Type 
Founders, Inc., 200 Elmore Ave., Elizabeth 
8, N. J.; and Raymond C. Strawbridge, Dic- 
kie-Raymond, Inc., 80 Broad St., Boston 10, 


Mass. 


people present at eight A.M. At the 
head table ten young people (Dogs 
Climbing Trees) who were given ex- 
actly four minutes each to put over 


a usable idea on how to save money, 


make money, or sell more business. 
President John Yeck is a master M.C. 
and he strove hard to keep each with- 
in the four minutes. No long introduc- 
tions or rambling. No big name speak- 
ers. Ideas flew around that room in 
dizzying succession. It was inspiring. 
So much so, I’m recommending that 
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the DMAA do the same thing next 
year with a crew of smart young let 
tershop people throwing ideas at their 
customers (DMAA audience) rather 
than their competitors (MASA audi- 
ence). It would be hot stuff. 

The MASA parties were spirited as 
usual . . . but the floor show over at 
Windsor, Canada on Monday night 
was the “best yet” . . . for usual con- 
vention floor shows. 

The closing luncheon Tuesday was 
another of those “unseen guest” af- 
fairs. Elon Borton (AFA President) 
was wonderful as usual . . . urging 
the delegates to raise their sights, be 
proud of their industry, fight against 
abuses of the mail by writing to cul- 
prits, be kind to one another, etc. 

One part of the program cannot be 
described in good taste by this re- 
porter. Ed Mayer did a fine job of in- 
troducing the Miles Kimball Award 
winner for 1953... but both he and 
the recipient were a little too obvious- 
ly nervous... after all the hard boil- 
ed years of getting accustomed to 
platform appearances. 

For the first time in its 32 year 
history, a Californian was named 
President of MASA . . . Paul Krupp 
of Krupp’s Mail Advertisers Service, 
Los Angeles. A fine man for the job 
ahead. Other officers elected were: 
Dial Elkins of Batt, Bates & Co., Inc., 
Washington, D. C., first vice presi- 
dent; Mrs. W. M. Morrow, Business 
Letter Service, Toronto, Ont., Can- 
ada, Canadian vice president; E. M. 
Pittinger, Direct Mail Advertising Co., 
Chicago, Ill., treasurer; and Miss Jean- 
nette Robinson, re-elected for the 26th 
year as executive secretary. 

New members of the board of di- 
rectors elected were Miss Jean Wat- 
son, Watson-Brooks Co., San Fran- 
cisco; Andrew D’Eramo, O.M.S. Ad- 
vertising Services, Boston, Mass.; and 
L. U. Kaiser, Houston, Texas. 

As the MASA started falling apart 
late Tuesday afternoon (29h) .. . 


the early DMAA-ers started arriving. 
Always a difficult transition for this 
reporter. Old friends tading away .. . 
new ones appearing. A different type 
of crowd . . . but all friendly and wel- 
come. 

Attended the early morning break- 
fast for Award Winners in annual 
contest. Naturally pleased that Fred 
Meendsen’s Yoon Yun campaign won 
“Best of All” .. . for it’s a remark- 
able effort and a credit to all of direct 
mail. (See April 1953 Reporter.) This 
reporter was asked by Chairman John 
Plank to describe it . . . but at eight 
in the morning after a hard day be- 
fore we were a little too worn out to 
tackle complicated things. 

Understand the joint meeting of 
MASA and DMAA local leaders was 
a great success. Couldn't attend two 
affairs at once . . . so Ed Husen of 
Detroit has promised to give us a 
complete report for next issue on how 
to stage “Direct Mail Day” programs. 

The opening luncheon wis spec- 
tacular. In the September Reporter we 
said Bill Power, ,advertising manager 
of Chevrolet was one of five best 
speakers in the country. Now we 
know he is the best. General Chair- 
man of Detroit Convention and Presi- 
dent of Adcraft Club . . . he kept 
things humming. 

No use to try to digest all the 
speeches at luncheon and afternoon 
sessions. The DMAA will publish full 
reports later on when transcripts have 
been made. Elmo Roper’s outline ap- 
pears on page 21. But here again 
the “unseen guest” was evident. Up- 
grading direct mail; bringing top 
bracket agency executives and adver- 
tisers into the direct mail picture for 
the first time. 

The annual business meeting ran 
off smoothly. Membership dues were 
raised by unanimous vote. Elections 
are covered in other sections of this 
report. The cocktail get-acquainted 
party wasn’t so hot but it didn’t real- 


ly matter with so many other events 
in the hotel. And every convention is 
bound to get a few snafus. 

The Market Place on Thursday 
was equally as successful as Washing- 
ton. All delegates with mutual inter 
ests can get together. Should be con- 
tinued indefinitely. 

The Thursday luncheon, although 
under auspices of the Associated Third 
Class Mail Users, was attended by a 
big majority of DMAA delegates. 
The “unseen guest” must have guided 
the writing of Senator Frank Carlson’s 
great speech. . . for he said what a lot 
of us have been claiming for a long 
time. He thinks there should be a 
clean cut division between public serv- 
ices and commercial services of the 
Post Office. Then fix equitable rates 
for the commercial services alone. 

The Thursday afternoon concurrent 
sessions Lad plenty of meat. Will have 
to be reported later . . . by reprint-ng 
the headliners. 

Evening . . . the open house parties 
of Tension Envelope, Cupples-Hesse 
and others. Followed by the annual 
buffet dinner. It isn’t exactly proper 
for this reporter to comment on the 
affair. The Directors of the DMAA 
graciously decided to give this old 
man entering his sixtieth year a sur- 
prise birthday party . . . engineered 
we suspect by May Vander Pyl. The 
huge cake arrived with much hul- 
labaloo . . . good wishes . . . embraces 
... and fun. Deeply appreciated. 

And then the SHOW. We've seen 
lots of convention shows in the last 
thirty years, but nothing ever like this 
one. A stage with sober drapes. Fifty 
four young boys and girls (none over 
eighteen) supplied by Station WJR 
from their “Make Way for Youth” 
program. Directed by Don Large. Just 


Hundreds Attended 
Party .. . Thrilled to 
“Make way for Youth 
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The Big Convention 
The Music of WJR’S 
Chorus of 54 Voices 


beautiful music. Sometimes a chorus 

. . then one of the fresh youngsters 
would take the mike and sing his or 
her heart out. 

No legs — no off-color stories — 
no erotic dances. No nothing . . . but 
beauty. I felt a trickle run down my 
cheek and brushed it away . . . think- 
ing I had had too much birthday emo- 
tion or something. But I looked around 
me. Tears were on many cheeks; jaws 
were shut tight trying to control emo- 
tions. There was something or some- 
one in that room that I’ve never ex- 
perienced in a _ convention before. 
When the last note had ended... 
the 800 or more in the audience stood 
and applauded for long minutes. If 
one more song had been sung (say 
the Whifhinpoof) the audience 
would have been on the floor crying. 
There couldn't be much petty bick- 
ering or personal animosities after that 
party. 

Friday (Oct. 2nd) was another one 
of those days. Circles of Information 
jammed as usual. The subject round 
tables help so many people. Will prob- 
ably be continued indefinitely. 


Bill Power starred again at the Fri- 
day Adcraft luncheon. Such introduc- 
tions. And the main talk Fred R. 
Michaels, mail order merchandising 
manager of Sears, Roebuck Company, 
Chicago, was a fitting climax. No use 
to spoil it by digesting. It will appear 
in DMAA bulletin or in The Report- 
er. But here again the emphasis was 
on up-grading —lifting our sights — 
being honest in our descriptions of 
merchandise. 

The afternoon program, led by 
Vic Armstrong of J. Walter Thomp- 
son Co., Detroit, was on same high 
plane . . . bringing the advertising 
agencies, advertisers and consumers 
into the direct mail picture for the 
good of all. Too bad so many people 
had left and the afternoon program 
was not so well attended. As promised 
earlier, we'll give you Edith Fern 
Melrose’s wonderful talk . . . and per- 
haps others. 

It’s impossible to mention and slap 
on the back all the Detroiters who 
worked so hard to make the conven- 
tion a success. There were the stars 
like — Ben R. Donaldson, co-chair- 
man on general committee; Harold M. 
Hastings and William C. Sproull on 
steering committee; Fred Prince on 
finance; Lee Johnston on entertain. 
ment; William H. Beatty, Huntley 
Geddes and Robert G. Silbar on pro- 


gram; Daniel Boone Jacobs on exhib- 
its; C. A. Ralston on reception; Harry 
Simonton on arrangements and speak- 
ers service; J. James Kaufmann on 
public relations; William Richardson, 
Orville Reed and Edwin W. Husen 
on attendance promotion; George 
Woolfenden on local registrations. 

But behind all those chairmen or 
co-chairmen, were other committee 
members (published in official pro- 
gram) who kept the wheels turning 
smoothly. 

Yes . . . 1 think the Detroit con. 
ventions were good conventions. They 
were good for direct mail because they 
definitely raised the sights of all of 
us. They provided agencies and ad- 
vertisers with a new conception of 
direct mail as a hard working team 
mate of all other media. 

The only thing worrying us right 
now . . . what will Boston pull out 
of the hat to make the spirit even 
better? Who will match the wives’ 
entertainment program directed by 
Rhea Ewald? Who will enthuse the 
speakers to even greater efforts? Who 
will take the place of Bill Power, Bill 
Ewald, May Vander Pyl, Huntley 
Geddes, Bob Silbar, etc. 

That is the problem of the Boston 
Committee. Maybe the “unseen guest” 
will help you too. 
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. New DMAA President Chait congratulates 
the “old man” on his birthday and Miles 
Kimball Award. 

. “Make Way for Youth” program at annual 

— finest entertainment yet. 


award to Fred Meendsen 
. Retiring OMAA President Les Suhier (right) 
thanks John Plank for wonderful job of 
promoting annual contest. 


Convention 
Photo Report... 


PHOTOS BY: Detroit Free Press (1); General Motors Photo 


Section, Detroit (2); Ransier Studio, Detroit (3 to 11). 


. First Board meeting of new DMAA admin- 
istration . . . Downs, Breck, Merriam. Straw- 
bridge, Buhrow, Vander Pyl, Chait, Swhler, 


Theiss, Bringe, Mark, Curtis, Berkowitz. 
DMAA President Chait and ATCMU Presi- 
Bringe confer with Senator Carlson 


Exhibit hall this year unusually attractive. 
One of the best was that of Daniel Boone 


Jacobs, chairman of the Detroit exhibit com- 
mittee. Amparo Duenas (left) designed the col- 
orful panel. 


. Bill Power introduces Friday luncheon head- 


liner Fred R. Michaels, mail order merchan- 
dise manager of Sears, Roebuck. 


. Retiring President Les Suhler (center) receives 
| work 


plaque in recognition of his won 
for the Association. 


. Bill Power and Edith Fern Melrose (Lady of 
Reporter 


Charm) admire “Boy of Charm” en 
er. 
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THE FORD 


by ELMO ROPER 


—— Note: Elmo Roper needs no intro- 

. as his surveys have received 
ne publication. In case any of you 
do not know. . . his address is 30 Rockefel- 
ler Plaza, New York 20, N. Y. Mr. Roper 
journeyed to Detroit for an appearance on 
the Wednesday, Sept. 30 (afternoon session) 
report on one of the most intensive 
surveys the direct mail field has experienc- 
ed. We give you a summary of his talk be- 
fore the convention. We think it may help 
all of you to find better ways of evaluating 
your direct mail work (also see article “How 
to Win or Lose an Award” on page 35). 
Incidentally, the survey reported here creat- 
ed the impulse to increase the Ford budget 
for direct mail from one-and-a-half to three 
million per year! 


When I was originally asked to 
make this talk, I told Mr. Geddes 
that I didn’t feel anyone in our organ- 
ization was particularly well qualified 
to speak about direct mail research to 
the Direct Mail Advertising Associa- 
tion, since we had done so little re- 
search on the subject of direct mail. 

Mr. Geddes assured me that we 
have done as much in the field of di- 
rect mail research as anyone he knows 
of, and I therefore agreed. However, 
it this is true, there is room for a 
good deal more research in the direct 
mail field. I say this because of the 


comparatively /arge amounts of know- , 


ledge resulting from relatively Jarge 
amounts of research that have been 
done in other fields, as compared with 
the relatively small amount that we 
have done in the direct mail field. 

To illustrate how ttle we know 
about the direct mail field as the re- 
sult of our research, let me point out 
how much we do know in the televi- 
sion set field . . . as the result of ex- 
tensive research we have done for a 
television manufacturer: 

We know: How many people have 
television sets; how many people have 
more than one set; what the ages of 
television owners are; what the eco- 
nomic levels are; how long people have 
had their sets; whether they have table 
models or floor models; 12-inch tubes 
or 21-inch tubes; how much people 
of different ages and different sexes 
and different economic levels watch 
their sets during the day and during 
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the evening; what the movie attendance 
and sports attendance patterns are for 
television owners of various economic 
levels as compared with non-owners 
of different economic levels; how many 
people have service contracts; whether 
these contracts are renewals or original 
contracts; how many people have had 
picture tube failure; how many peo- 
ple plan to buy sets within the next 
year; what makes they plan to buy; 
whether they will get sets with televi- 
sion only, or in combination with ra- 
dio and phonograph; how much they 
plan to pay for their television sets; 
whether they want light wood or dark 
wood; what kind of programs they 
like and dislike; and, many, many oth- 
er items. 


Television sets and direct mail are, 
of course, very different fields and 
different amounts and kinds of in- 
formation are important to the two 
fields. But even in the field of re- 
search in other media than direct 
mail, a good deal more has been done 
than we have done in the direct mail 
field. The networks, of course, have 
their Hooper ratings and Nielsen ra- 
tings. They have their program ana- 
lizers for determining the strong and 
weak points of any given program. 
They know the characteristics of their 
audiences in terms of sex, age, eco- 
noraic level, size of place, etc. Maga- 
zines have done extensive work on the 
nature of their audiences in terms of 
these various factual characteristics. 
They have also done work to deter- 
mine how much time the reader 
spends on their magazines and what 
kinds of editorial content the reader 
is most interested in. They have done 
studies to determine the pass-along 
readership of their magazines, and the 
amount of exclusive coverage provided 
by their magazines as opposed to cov- 
erage that is duplicated by other mag- 
azines. In short, if what we have done 
in the direct mail field represents the 
state of development of direct mail 
research, it has a long way to go. 


In saying this, I don’t mean that 
our research in the direct mail field 
has been unimportant or unfruitful. 


I don’t mean to apologize for it. While 
it was tailor-made to evaluate the Car 
Service Direct Mail program of the 
Ford Dealers of America, many of 
the results of this research are of gen- 
eral application to all direct mail ad- 
vertisers, and many of the techniques 
employed in conducting this research 
can easily be adapted to direct mail 
research for other types of advertisers. 
Let me take a few minutes to discuss 
this series of studies we have done. 


PRIMARY OBJECTIVE 


To begin with, our primary purpose 
was to provide some measure of the 
effectiveness of mailing pieces which 
were mailed out monthly by R. L. 
Polk over the signature of local Ford 
dealers to owners of relatively late- 
model Fords, across the nation. I think 
the first significant thing about the 
approach that we and J. Walter 
Thompson and R. L. Polk worked out 
was that we did not attempt to measure 
effectiveness by asking recipients of 
this direct mail what they did as a 
result of getting it. 

Instead, we asked recipients first: 
what service they had had performed 
on their cars recently, how long ago 
this service was performed, and where 
it was performed, with no mention at 
all of direct mail. Having obtained 
this data, we then showed the direct 
mail piece that had most recently been 
sent out, together with two other mail- 
ing pieces that had not been sent out 
(to both minimize and measure ex- 
aggeration), to respondents and asked 
them if they remembered seeing any 
of these pieces. Those respondents who 
had seen the Ford piece were then 
asked several more detailed questions 
about this piece, but they weren't ask- 
ed what they did as a result of receiving 
the piece. This was determined by cross- 
tabulation of their previous answers 
about what service they had had per- 
formed, when, and where, with their 
answers to whether or not they had 
seen the Direct Mail. 

Another feature of our joint ap- 
proach to this problem was that we 
conducted a survey after each mail- 
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ing piece had been sent out. The mail- 
ings were made monthly. Approx- 
imately a week after the mailings had 
been received, a cross section of 500 
recipients was interviewed. By inter- 
viewing after each mailing, we were 
able to compare the effectiveness of 
each individual mailing piece, so that 
we might learn which pieces were 
most effective and why; and we were 
also able to measure the cumulative 
effect of the whole campaign. Making 
studies of such small size made it 
economically feasible to conduct such 
a survey after each mailing piece. 


TWO-WAY BREAKDOWN 


But making surveys of such small 
size sharply limited the number and 
nature of the breakdowns and cross- 
tabulations we could make. In fact, 
with only 500 interviews, we had to 
content ourselves with simple two-way 
breakdowns — men as compared with 
women and people who remembered 
the direct mail as compared with peo- 
ple who didn’t. Finer breakdowns were 
impossible — on the basis of one sur- 
vey. One of the nice features of this 
system, however, was that we were 
able to cumulate the various studies. 
At the end of, say, four waves of in- 
terviewing, we had a total of 2,000 
interviews, admittedly from different 
times of the year and involving dif- 
ferent mailing pieces. But neverthe- 
less, enough interviews so that finer 
breakdowns and valid breakdowns 
could be made. For example, we were 
able by combining studies to determine 
how much service people had done 
on their cars in the period of a month, 
according to the year model of the 
car; and also where (what kind of 
places) people took their cars for re- 
pairs, by geographic region. 


DEVELOPING THE INTERVIEW 
SYSTEM 


Another feature of the approach 
we used was that, despite the smali 
number of interviews with which we 
wanted to represent the late-model 
Ford owners of the entire nation, and 
despite the widely scattered nature of 
late-model Ford owners (there isn’t a 
late-model Ford at every house), we 
developed an interviewing system that 
permitted maximum economy, at the 
same time giving us a good distribu- 
tion by geographic area and size of 
place. 

This system of sampling was the 
subject of a four-hour discussion be- 
tween us and J. Walter Thompson 
and Polk. Because we were not able 
to make the plan clear in this four- 
hour discussion, we subsequently had 
to write a five-page letter outlining 


this sampling plan and _ explaining 
why it was valid. So I am obviously, 
therefore, going to have a little trouble 
explaining it to you in two minutes. 

Basically, what we did was this: We 
felt we needed at least 50 sampling 
points throughout the country for each 
wave of interviewing to insure a good 
distribution. At the same time, we 
wanted to avoid the uneconomic proce- 
dure of having an interviewer make on- 
ly one interview in a particular town, or 
even two interviews. Ideally, we would 
like each interviewer to make the same 
number or interviews. In this case, 10 
interviews in each of 50 sampling 
points. This is exactly what we did, 
and yet we properly represented all 
sizes of places and all geographic areas. 
In order to do this, we took the total 
number of late-model Ford owners 
there were and divided them by the 
50 sampling points we planned to use. 
This gave us a number — let’s as- 
sume, for example, 12,252. We then 
started adding up the number of late- 
model Ford owners in every com- 
munity in the nation. When we got 
to the town in which the 12,252nd 
Ford was located, we said this is a 
town in which we will make 10 in- 
terviews. From that point, we count- 
ed another 12,252 Fords, and put 10 
more interviews in the town that the 
second 12,252nd Ford was located in. 
In this way, we established our 50 
sampling points, and made 10 inter- 
views in each of them. 

The reason that this sampling plan 
properly represents all sizes of com- 
munities is that, as you can see, the 
chances are much greater that the 12,- 
252nd Ford will be located in a town 
where there are lots of Fords than in 
a town where there “are very few 
Fords. In other words, with such a 
plan, it is impossible to skip a city 
such as Detroit or Los Angeles. But 
it is quite possible to skip a small town 
like North Overshoe, Vermont. 


RESULTS: AN 82% “ON TARGET” 
RATE 


So much for an explanation of the 
techniques we have used and an ex- 
position of what the study was. Let 
me take a few minutes to describe 
some of the results that seem to me to 
have general applicability to direct 
mail advertisers as a whole. 

We have learned, as a result of this 
series of studies, how much of this 
Car Service Direct Mail is directed to 
the right person in these Ford-owning 
families. The mail is of course address- 
ed to the registered owner, but to 
what extent is the registered owner 
the servicer of the automobile, the 
person who decides where it will be 
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serviced? Our cumulated series of stu- 
dies has indicated that 82% of the 
addressees are the servicers of their 
Fords, which indicates a pretty high 
“on-target” rate for this direct mail. 


But we went further than this. Re- 
gardless of how much of this mail is 
addressed to the right person, how 
much of it is actually seen and re- 
membered by the right person? We 
found that 61°% of all the servicers we 
interviewed remembered the then-cur- 
rent mailing piece. | should point out 
here that while we started out inter- 
viewing the person to whom the di- 
rect mail was addressed, if we discov- 
ered that that person was not the serv- 
icer of the car, we discontinued the in- 
terview with the addressee and start- 
ed over again with the servicer. There- 
fore, what this means is that, regard- 
less of how addressed, 61°% of the 
servicers remembered the current 
piece; and, as | stated earlier . . . we 
had other mailing pieces to both min- 
imize and measure the extent of ex- 
aggeration. We are reasonably confi- 
dent this 61% is a fairly accurate 
measure of the conscious remem- 
brance of the average mailing piece 
used in this program. 


DIRECT MAIL ATTITUDES 
GOOD 


We also found out how much mail 
came into these Ford owners homes 
on the day of the interview. As a re 
sult, we have some measure of the 
“competition” which any given direct 
mail piece is up against. This figure 
was just over three pieces of mail per 
day, and this includes not only per- 
sonal letters but also bills, advertising, 
and everything else. 

Then we inquired as to what the 
person who gets the mail from the 
mailbox or postman does with mail 
that is obviously advertising. We ask- 
ed people whether they always passed 
it on to whom it was addressed; 
whether they threw it away without 
looking at it; or whether they passed 
some on if they thought it would be 
of interest and threw others away if 
they thought they were unimportant. 


We found that 44°% of these Ford 
owners passed all Direct Mail on to 
the addressee, and that another 29% 
passed it on if they thought the ad- 
dressee would be interested in it. (In- 
cidentally, Ford was gratified to note 
that the vast majority of those who 
passed direct mail on, if interesting, 
apparently regarded the Ford Direct 
Mail as interesting, since a very high 
proportion of these people stated they 
had seen the current piece.) 


Elmo Roper 


A MAXIMUM 84% “O.K." 


Over and above all of these attempts 
to find out what is the efficiency of 
direct mail as a medium, we asked 
all interviewers to keep track of the 
problems they encountered in finding 
the addressee from the list of cards 
R. L. Polk supplied us. 


As a result, we have a pretty good 
idea what this direct mail campaign 
was up against in terms of list efh- 
ciency. In about 60% of the cases, 
there was no trouble of any kind with 
the names. The name and address 
were correct, were spelled correctly, the 
person still lived there, and owned a 
late-model Ford. In about 40° of the 
cases, however, there was a defect in 
the address in one way or another. 
The two biggest defects were that the 
person had moved, or that the person 
no longer owned a Ford. These two 
factors were of about equal impor- 
tance. Approximately had mov- 
ed; about 15% no longer had a Ford. 
Wrong address came next, accounting 
for about 8% of the total names. Last 
was “addressee deceased,” which 
amounted to about 1%. 


I should point out that this 60° - 
O. K. figure is an understatement of 
the actual extent to which this direct 
mail reached the right person. In a 
high proportion of the wrong-address 
an addressee-moved cases, the mail 
was nevertheless delivered to them and, 
in fact, some of our interviews were 
made with such people — at address- 
es other than we had given them. 
Therefore, this 60°%-O.K. figure is a 
minimum, the maximum being pos- 
sibly as high as 84°%. This is a rather 
impressive figure when _ contrasted 
with, let’s say, the percentage of mes- 
sages beamed to the right person in 
a newspaper ad. 
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So much for how this direct mail 
program hit the mark, insofar as 
reaching the right people. Another in- 
teresting result of our series of studies 
was that we found significantly great- 
er recognition of certain mailing pieces 
than of others. This was not a func- 
tion of the error inherent in small 
samples, or of some seasons of the 
year resulting in a higher recognition 
than others. In addition to asking 
people about the current Ford Mail- 
ing piece, we also later in the inter- 
view asked them which of the five 
previous pieces they had seen, if any. 
We merely showed them ll five 
pieces together and asked them which 
they had seen. We found consistently 
that a piece which received a high 
recognition rate when it was the cur- 
rent piece continued to receive a high 
recognition rate two, three, and even 
six months later. This enabled J. 
Walter Thompson to analyze what it 
was about a piece that apparently had 
caused its high recognition rating, or 
its low recognition rating. 

A RECOGNITION STEAM ROLLER 

At the same time, we also found 
that there was an increasing campaign 
effect of this Car Service Direct Mail 
as the program continued. On the 
first study, when the campaign was 
relatively new, the current piece re- 
ceived a 54°% recognition rating. This 
recognition rating generally increased 
as the study progressed. There were 
fluctuations, both up and down, as 
particularly good or particularly bad 
pieces were sent out; but eight months 
later the recognition rate was up to 
and the average recognition 
rate for the full year of the study was 
61°. This suggests that there may be 
some long-range value in using the 
same format and same general theme 
in such a program. 

I might also mention that one of 
the things we asked about on this 
series of surveys was who the respond- 
ent thought had sent him this cur- 
rent direct mail piece. The mailing 
piece we showed respondents was 
blank in the spot where the dealer's 
signature normally appeared, and we 
used a tight definition of what consti- 
tuted the correct answer. The respond- 
ent either had to name the dealer by 
name, or by location, in order to be 
recorded as correct. An answer like 
“The Ford Motor Company,” or “The 
Ford dealers” or simply “Ford” was 
considered wrong. Even with this 
tight a definition of correct, however, 
three-fourths of the people who re- 
membered the mailing piece correctly 
identified the sender — a rather high 
degree of local dealer identification, 
despite the printed form of the mail- 
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ing piece and the postal permit form 

of sending. 

A WIDENING OF DEALER 
RADIUS 


Everything I have reported to you 
up to now by way of results has not, 
however, hit directly at the major 
purpose of the study: To determine 
the effectiveness of this direct mail 
program in getting customers to go 
to their Ford dealers for service. This 
is, of course, the most difficult thing 
of all to measure; but the surveys we 
have done have struck several glanc- 
ing blows at measuring effectiveness. 
For one thing, we know there is a 
high correlation between having lots 
of service work done, and done at a 
Ford dealer's, and having read the di 
rect mail. We know, for example, 
that 92% of those who remembered 
the current piece had service work 
done during the last month, and only 
79% of the non-rememberers did. We 
also know that 46% of the remem- 
berers had work done at a Ford dealer, 
as against only 34% of the non-remem 
berers. This is not a perfect measure 
of effectiveness, however, since from 
these facts alone we can’t be sure 
whether it was the rememberers who 
patronized the Ford dealer, or the 
patrons of the Ford dealer who were 
the rememberers. We don’t know 
which is the chicken and which is the 
egg. But there is value, either way. 

However, we do know, from the 
reasons people gave for patronizing 
their Ford dealer, that those people 
who remembered the Direct Mail 
gave “convenience of location” as a 
reason a good deal less frequently 
than those who didn’t remember re- 
ceiving the mailing. This would sug 
gest that among the rememberers 
there was a higher proportion of peo- 
ple living an inconvenient distance 
from the Ford dealer than among the 
non-rememberers, and that the mailing 
piece, therefore, had been successful 
in widening the Ford dealer's radius 
of service operation. 

In summary, then, we feel we have 
developed in conjunction with R. L. 
Polk and J. Walter Thompson some 
valuable tools for researching the Di 
rect Mail field. We feel we have 
gotten some interesting and valuable 
information about the characteristics 
of direct mail; and even more than 
that, we feel that we have gotten some 
valid measures of the effectiveness of 
this particular campaign. At the same 
time, I would like to reemphasize 
that by comparison with what has 
been done research wise in other 
fields . . . we have only scratched the 
surface in the field of direct mail. 


Magic figures in mail order. 


The 20 (it's nearer 21 but 
we always minify rather than 
magnify) represents the years 
we've been serving mailers. 


87 is the number of differ- 
ent lists, all of them lists of 
cash mail order buyers we 
have for mailers’ use on a 
one time rental basis, which 
makes us easily the largest 
owner source for preferred 
lists. 


Yes, a Directory of Lists will be sent 


on request. 


BOOKBUYERS LISTS, Inc. 


363 Broadway, New York 13, N. Y. 


FOREIGN 
STAMPS? 


We can supply them... from any 


stamp-issuing country . .. for for- 
eign mailings. Been serving busi- 
ness for five years . . . supplying 


them with postage for survey, 
proxy, fund raising, subscription, 
return envelopes . . . for mailings 
prepared (and stamped) © this 
country and mailed overseas. 


No one else in the country pro- 
vides this complete service. Send 
for bulletin explaining services. 


Foreign Postage Sewice 


6 Lahey Street 
New Hyde Park, New York 


He Read A Sales Letter 
written by Shurtleff 
Write for information about a 
“most unusual letter writing 
service.” Shurtleff letters are 
100% guaranteed todo the job. 


FLAVEL H. SHURTLEFF 


1128 Wilson Avenue, Peoria 4, 
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ADAGE MAILERS” PAY! 
Now you can make month- 
ly contact with al! your custo- 
ery mers and prospects for a few 
cents each. Postal card size 
ADAGE MAILERS get slid 
hung on office wa’ you 
Newt Effective! 54 your product every day 
Low Coet! of the year. 
: 


Winning campaigns were selected 
in 55 industrial classifications, togeth- 
er with five selected as winners in the 
“Special Low Cost Campaign” cat- 
egory. The Grand Award winner tor 
“Best of All Industry” went to the 
Union Bag & Paper Company for its 
Yoon Yun corrugated boxes campaign. 

S. R. Bernstein, Editor ot Advertis- 
ing Age was Chairman of contest 
judges. Serving with him as judges 
in this year’s competition were: 

Perce Harvey, Jr., President 

The Harvey Advertising Agency 

Topeka, Kansas 

A. S. Gibbins, Advertising Manager 

Canadian Industries Ltd. 

Cellophane Division 

Montreal, Quebec, Canada. 

Paul Bringe 

Milwaukee Dustless Brush Company 

Milwaukee, Wisconsin. 


mn Bag & Paper Co. campaign which 

in DMAA annual contest 

All industry”. Fred is Vice- 

charge of Union advertising, 

hand at the Detroit convention 
well-deserved award. 


BEST OF INDUSTRY 
AWARD WINNERS 


UNION BAG & PAPER COMPANY TAKES 
THE DMAA GRAND AWARD 


Paul Pentield, Supervisor of 
Advertising 

The Detroit Edison Company 

Detroit, Michigan. 


Robert J. Walker, Supervisor of 
Field Service 
The Mutual Life Insurance Com- 
pany of New York 
New York City, New York 


Henry Hoke, Publisher 
Reporter of Direct Mail Advertising. 


THE INDUSTRIAL FIELD 


Automotive, Accessories Parts, Service— W. 
E. Lahr Company, 10th and Harmon, Min- 
neapolis, Minnesota, William E. Lahr. 


Building Materials—Minnesota & Ontario Pa- 
per Company, Insulite Division, Baker Arcade 
Building, Minneapolis 2, Minnesota, George 
H. Alarik, Advertising Manager. 


Creative Services—Sande Rocke & Company, 
Inc., 44 West 4th Street, New York City 12, 
New York, Sande Rocke, President. 


Distribution & Sales Stimulation—Westing- 
house Electric Corporation, Metuchen, New 
Jersey, Fred S. McCarthy. 


Electrical Equipment—Commercial & Govern- 
ment Equipment Department, General Elec- 
tric Company, Syracuse 1, New York, Roy 
Jordan, Manager-Advertising. 


Markets—Abbott Laboratories Inter- 
national Company, Merchandise Mart Plaza, 
Chicago 54, Illinois, Thomas S. Bird, Adver- 
tising Manager. 


Financial Institutions—Toronto Stock Ex- 
change, 234 Bay Street, Toronto, Ontario, 
Canada, J. Scott Rattray. 


Food Products—Foote & Jenks, Inc., 251 West 
Euclid Avenue, Jackson, Michigan, lL. Z. 
Mathany, Advertising Manager. 


Graphic Arts & Supplies—The E. F. Schmidt 
Company, 3420 West Capitol Drive, Mil- 
waukee, Wisconsin, Joe R. Schoeninger. 


Industrial & Institutional Supplies—Stafford 
Brush Company, 2369 St. James Street, West 
Montreal, Quebec, Canada, Don Stafford. 


Industrial Machinery — Heavy Equipment— 
Allis-Chalmers Manufacturing Company, 
Tractor Division, Box 512, Milwaukee, 1, 
Wisconsin, H. J. Masuhr, Jr., Industrial, Ad- 
vertising Manager. 


Industrial Machinery — Light Equipment — 
and Tools—Behr-Manning Corporation, P. O. 
Box 808, Troy, New York, H. W. Seifert, Jr. 


Insurance, industrial—Employers Mutuals of 
Wausau 407 Grant Street, Wausau, Wiscon- 
sin, Robert W. Gunderson. 


Metal & Alloy Fabricators—Tube Turns, Inc. 
224 East Broadway, Louisville 1, Kentucky, 
Everett A. Andes. 


Business Equipment and Supplies—Reming- 
ton Rand, Inc., 315 Fourth Avenue, New 
York City 10, New York, Charles R. Pope. 


Paper Processors “GRAND AWARD WIN- 
NER”—Union Bag and Paper Corporation, 233 
Broadway, New York City 7, New York, 
Fred Meendsen, Vice President, Advertising 
& Sales Promotion. 


Petroleum Products—Esso Standard Oil Com- 
pany, 15 West 51st Street, New York City 
19, New York, R. M. Gray, Manager, Adver- 
tising Sales Promotion Division. 


Pharmaceuticals—Sharp and Dohme, Division 
of Merck and Company, Inc., Philadelphia, 
1, Pennsylvania, Pau! B. Robinson. 


Photographic & Radio Equipment—Telechron 
Department, General Electric Company, Ash- 
land, Massachusetts. 


Plastic Products and Equipment—Rohm and 
Haas Company, Washington Square, Phila- 
delphia 5, Pennsylvania, George F. Finnie. 
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DIRECT MAIL ADVERTISING ASSOCIATION 
BEST OF INDUSTRY AWARD 


SPECIAL LOW COST CAMPAIGN 


1959 BEST OF INDUSTRY 
# > 


Ww the Der 


THE CAMPAIGN 
by Gorden Gent, Sales Promotion Manager, Bowey’s, Inc. 


The Campaign — Special Low Cost — was designed to arouse interest in pro- 
moting Dari-Rich during the first quarter of year — the slowest season in 
the dairy business. 


The first four mailings were PENCILPRINT TEASERS — to whet dealers 
appetite for our new Winter Offer that would build Summer profits during 
January and February. 


The fifth mailing was an illustrated sales letter and gave full particulars of 
the Offer. Handy Order Card was enclosed with the letter asking for an order. 
430 Dealers signed up for the Indian Mug Promotion. Increased sales were 
reported by 8 out of 10 dealers — some reported increases as much as 25 
to 30%.. 


Many dealers wrote in before the complete set of Teasers were mailed to ask 
for the deal. One dealer wrote back in Chinese giving us his order for “what- 
ever it may be.” 


*Pencilprint—the printing process that looks exactly like pencil writing. 
Samples of this campaign and other uses of Pencilprint on request 


CENTURY LETTER CO., INC. 


48 East 21st Street, New York 10, N. Y. 


MAILING PHOTO OFFSET * VARITYPING FOLDING ING * BINDING 


! 
age 
OTHER SERVICES: MULTIGRAPHING MIMEOGRAPHING * ADDRESSING 


are your 


methods 
“present 


If your office is still using 
a “stagecoach” method of 
addressing duplicate and 
monthly mailings, it’s high 
time you changed to Dupli- 
stickers. Duplistickers per- 
mit your typewriter to as- 
sume the role of an ad- 
dressing machine without 
installing expensive equip- 
ment. For the speed and ef- 
ficiency demanded today . . 
make this “small change” to 


Pkg. 25 lettersize sheets 


(825 labels) 60¢ 
at stationery stores 


Contest judges must always have their pictures taken. Smiling. . . even though they don’t 
feel like it. Here's the DMAA group on September 11, with only Bob Walker (Supvr. Field 
Service, Mutual Life ins. Co., N. Y.) missing at time photographer arrived. Reading from 
left to right: Perce Harvey, Jr. (Pres., Harvey Adv. Agency, Topeka, Kan.); Paul Penfield 
(Supvr. Adv., Detroit Edison Co.; Detroit); A. $. Gibbins (Adv. Mgr., Canadian Industries, 
ltd., Cellophane Div., Montreal); Henry Hoke (Publisher, REPORTER OF DIRECT MAIL AD- 
VERTISING, Garden City, N. Y.); $. H. Bernstein, Chairman of Judges (Editor, ADVERTISING 
AGE., Chicago); Paul Bringe (Adv. Mgr., Milwaukee Dustless Brush Co., Milwaukee); John 
Plank, Chairman of Contest Committee (V. P., Howard Swink Adv. Agency, Marion, O.), 


who did a bang-up job of promoting the project. 


Printing Machinery & Equipment—Dayton 
Rubber Company, Dayco Division, 2342 West 
Riverview, Dayton 1, Ohio, Jack Young, Ad- 


vertising Manager. 


Week, 330 West 42nd Street, 
City 36, New York, Walter Pearson. 


Radio & Television Networks—National Broad- 
casting Company NBC Western Network, 
1500 North Vine Street, Hollywood, Califor- 
nia, Helen Murray Hall, Manager, Advertising 
and Promotion. 


Radio & Television Stations—Radio Station 
KJR, Skinner Building, Seattle, Washington, 
J. A. Morton, Vice President. 


Rubber Products—Dayton Rubber Company, 
Railway Division, Dayton 1, Ohio, Jack R. 
Young, Advertising Manager. 
Textiles—Durene Association of America, 350 
Fifth Avenue, New York City 1, New York, 
Mr. Newton, Executive Secretary. 


Trade Associations—Public Relations Division, 
Evansville Manufacturers & Employers As- 
sociation, 119 Locust Street, Evansville, In- 
diana, H. F. Williams, Jr., Public Relations 
Director. 

Transportation, Freight—Greyvan Lines, Inc., 
57 West Grand Avenue, Chicago 10, Illinois, 
Harry J. Gray, Executive Vice President. 


Wearing Apparel and Accessories—Fairy Silk 
Mills, Inc. South Sterlay Street, Shillington, 
Pennsylvania, Wendell T. Jay, Vice Presi- 
dent, Sales. 


Special Markets—Baroid Sales Division, Na- 
tional Lead Company, 2404 Danville, Hous- 
ton, Texas, Donald T. Fowler, Advertising 
Manager. 


Heating, Ventilating & Air Conditioning—Min- 
neapolis-Honeywell Regulator Company, 2753 
Fourth Avenue, South, Minneapolis 8, Min- 
nesota, J. A. Young. 


Shows and Expositions—Clapp & Poliak, Inc. 
341 Madison Avenue, New York 17, New 
York, Howard A. Harkavy. 


THE CONSUMER FIELD 


Automotive, Passenger Car Sales & Service— 
Lincoln-Mercury Division, Ford Motor Com- 
pany, 6200 West Warren Avenue, Detroit 
32, Michigan, Robert F. G. Copeland, Ad- 
vertising Manager & sales Promotion. 


Avtomotive, Truck Sales & Service—GMC 
Truck and Coach Division, General Motors 
Corporation, 660 South ulevard, Pontiac, 
Michigan, A. A. Shantz Assistant General 


Sales Manager. 
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DUPLIS ot the Famous 
White and five colors. 
586 Electric Street, Scranton 9, Pa. 


WHAT DR. KINSEY 


ABOUT 


* 


*1953 Winner of the Direct-Mail Advertising Association — Best-of-Industry Award 
— for Creative Services! 


Sande Rocke & Company, Inc. 44 West 4th Street, New York 12, N. Y. 
GRAMERCY 7-6105 


| 

‘a 
, 
‘ 
a : Ge 
= SALE 
| AMMUNITION SS 

\ 

an 
: 


Building Materials—Wood Conversion Com- 
pany, First National Bank Building, St. Paul 
1, Minnesota, Kenneth C. Lindley, Advertis- 
ing Manager. 


Educational Institutions—University of Oregon, 
Alumni Association, 110-M Erb Memorial 
Unions, Eugene, Oregon, Lester E. Anderson. 


Financial institutions Associates Investment 
Company, Associates Building, South Bend, 
Indiana, Glenn A. Reineke, Advertising De- 
partment. 


Food Products—Gerber Products Company, 
405 State Street, Fremont, Michigan, Will- 
iam Putney, Direct Mail Manager. 


Personalized Letters 
Multigraphing(1-4 Colors) 
Mimeographing | 


Fund Raising (Except Educational)— National 
Wildlife Federation, 232 Carroll Street, North 
West, Washington 12, D. C., L. F. Wood. 


Home Furnishing—James lees & Sons Com- 
pany, Bridgeport, Pennsylvania, Howard M. 
Turner, Jr., Sa'es Promoticn Manager. 


Hotels, Resorts & Travel Services—Skytop 
Club, Skytop, Pennsylvania, Phyliss Combee, 
Philadelphia Representative. 


Insurance, Fire and Casualty—Hardware Mu- 
tuais, 200 Storms Avenue, Stevens Point, 
Wisconsin, John A. Toepel, Advertising Op- 
erations Manager. 


THE 
GROLIER 
SOCIETY 
INC.” 
WIN 
1953 DMAA 


BEST OF INDUSTRY 


AWARD 


Congratulations on a fine job. 
The letter pictured here is the 
one that did the job. A 240,000 
mailing sold 7363 copies of 
the $7.50 Nature Atlas of 
America. We're proud to 
have had a part . . . produc- 


ing the two-page letter . . . on 


a triple head multigraph. 


*Publishers of the Book of Knowledge 


Mail Order— The Grolier Society Inc. 2 
West 45th Street, New York City 36, New 
York, Elsworth S. Howell. 


Public Utilities—New Orleans Public Service, 
Inc., 317 Baronna Street, New Orleans 9, 
Lovisiana, J. Mason Guillory, Director of 


Advertising. 


Publishers—American Aviation Publications, 
1025 Vermont Avenue, North West, Washing- 
ton 5, D. C., Lawrence L. Brettner. 
Publishers, Books, Motion Picture Theatres— 
Grosset & Dunlap, inc., 1107 Broadway, 
New York City 10, New York, T. C. Ander- 
son. 


Retail Stores—H. leh & Company, 626 Ham- 
ilton Street, Allentown, Pennsylvania. 


Rubber Products—Goodyear Tire & Rubber 
Company of Canada, Limited, Lakeshore Road, 
New Toronto, Ontario, Canada, A. S. Ross, 
Manager, Advertising Department. 


Transportation (Railroads, Bus, Steamship, Air 
Lines)—Capital Airlines, Inc. National Airport, 
Washington 1, D. C., James W. Austin, Vice 
President Traffic and Sales. 


Wearing Apparel & Accessories—Fiemington 
Fur Company, 8 Spring Street, Flemington, 
New Jersey, S. Rodger Benjamin, Advertising 
Director. 


Business and Financial Services—Business Re- 
ports, iInc., 1 Main Street, Roslyn. New 
York, George 1. Casey, Business Books. 
Ocean Cruises—Clipper Line, Malmo, Sweden, 
New York Office: 277 Park Avenue, Harold 
Gyllensward. 


Heating, Ventilating and Air Conditioning— 
James & Roach, Inc., 282 E. Milwaukee Ave- 
nue, Detroit, Michigan, Dalton P. Fox, Sales 
Promotion Manager. 


IN THE FARM FIELD 


Agricultural Machinery & Equipment—Min- 
neapolis-Moline Company, Box 1050, Minne- 
apolis, Minnesota, John G. Mclearen. 

Feeds, Chemicals, Seeds, Remedies—Advance 
Seed Company, P. O. Box 6157, Phoenix, 
Arizona, Frank A. Mangelsdorf, Director of 
Advertising. 


SPECIAL LOW COST CAMPAIGN AWARDS 


The R. F. Johnston Paint Company, Whole- 
sale Grocery Division, 3925 Huston Avenue, 
Cincinnati 12, Ohio, C. W. Tunison, Director 
of Public Relations and Advertising. 


Trans-Canada Airlines, 1080 Dorchester 
Street, Montreal 3, Quebec, Canada, J. A. 
McGee, Advertising Manager. 


Monarch Aluminum Manufacturing Com- 
pany, Detroit Avenue at West 91st Street, 


Cleveland 2, Ohio, Russell A. Lawson. 
Bowey’s Inc., 771 Bedford Avenue, Brook- 
lyn 5, New York, Gorden Gent. 


Best Motor Lines, 2511 Swiss Avenue, Dal- 
las 1, Texas, W. L. Fayle, Vice President. 
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ROSS ART STUDIO 


IN RECOGNITION OF THE IMPORTANT PART PLAYED IN THE CREATION OF 
THE AWARD-WINNING DIRECT MAIL CAMPAIGN SUBMITTED BY 


UNION BAG AND PAPER CORPORATION 


Che 


ITS GRAND 
to be honored with a top award 
to be serving top clients 
to he staffed with top men 


IT WOULD BE GRAND 


to be serving you 


5 Columbus Circle, New York 19, N. Y. 
Clrcle 7-1297 
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If you think YOU have direct mail 
production problems . . . listen to this 
tale. We've had some nearly-unbeliev- 
able, fabulous stories in The Reporter 
. « « but this one tops them all. How 
would you like to handle the mailing 
of 90 million direct mail pieces a 
month? It’s actually being done. But 
it can't be done in the U. S. A. 

Late in July, we heard that Tom 
Grenfell, of Liverpool, England, was 
in New York on a foreign trade, fact- 
finding trip for Vernon Industries, 
makers of all kinds of engineering 
products, including generators for the 
starting and servicing of jet planes. 

Knowing that Tom uses a lot of 
direct mail, we made a date for lunch- 
con at the Roosevelt. But we didn't 
know the half of it. Invited Felix 


THE BIGGEST 
DIRECT MAIL JOB 
IN THE WORLD! 


Tyroler and Joe Russakoff to join the 
party ... and we all sat for hours 
with mouths open, listening to hard- 
to-believe stories about the biggest 
mailing job in the world. 


Tom, in addition to other work, is 
public relations and publicity con. 
troller of the 28 year-old Vernons Foot 
ball Pools, Mile End, Liverpool 5, 
England. Has a weekly mailing list 
of about 7 million. Illegal in the U. 
S. A., but government approved in 
Britain. 


The picture shown at top of this 
report is only a part of one of the five 
enormous buildings devoted to the 
mailing operations. A brief explana- 
tion might help some U. S. A. pro- 
duction planners. 


4 


Ten thousand girls are employed 
in the five huge Vernons Pools letter- 
shops. The girls are specially selected 
and trained for intelligence, accuracy, 
speed, tact, etc. Every provision is 
made for health and comfort . . . to 
keep them fit for most exacting work. 


Nearly everyone in England over 
21 years of age participates (regularly 
or occasionally) in the weekly foot 
ball pools. Not big amounts. A penny, 
a nickel. Sometimes a little more. 


Every two weeks over six million en 
velopes are mailed . . . each containing 
from five to seven pieces of printing, 
which makes an average of from 70 
to 90 individual printed pieces a 
month. Mostly in two colors. There 
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Tom Gremdfell 
are pool coupons, “ginger-up letters” 
(that’s what they call them), return 
envelopes and such. 

Sometimes there are as many as 
400,000 winners in a single week, 
with prizes ranging from a dollar to 
as high as $225,000. Recently the 
prizes of only nine winners totaled 
one million dollars (with average out- 
lay of a nickel). One penny entrant 
won a $160,000 pot. 

This huge undertaking is, as stated 
previously, government approved. The 
British Government receives 30% of 
the total investment of players each 
week. The government also profits by 
the revenue from first class postage 
on all outgoing and incoming mail, 
plus profitable fees for postal notes. 
It’s all first class mail. It’s such an 
important project for the government 
that the Post Office Department main- 
tains branches in each of the five 
buildings to handle the mail and get 
faster dispatch. 

The winners get their meney tax 
free . . . and that’s what makes the 
game exciting for nearly everyone in 
England. Strangely enough, most of 
the big winners have been poor peo- 
ple. A coal miner today . . . wealthy 
tomorrow. Enough for the rest of his 
life. The winners are carefully coach- 
ed, helped, watched, etc., to protect 


them from sharks. They are guided | 
in conserving their money. But that’s 


another story. 

The most interesting feature of this 
tale for American production people 
is the unique system of list and mail- 
ing control. 

Each of the ten thousand girls 
working in this five-plant lettershop 
is responsible for one segment of this 
country-wide list which is geogra- 
phically addressed and sorted. Each 
girl handles all the mail to and from 
those names in her division. Each seven 


the reply-o-letter 


(at Columbus Circle) 
Telephone Circle 5-8118 


J. J. Kent 


Hometown, U. 


1234 River Rd. 


A. 


7 CENTRAL PARK WEST | 
3 
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There’s only 
One 


DICKIE- 


RAYMOND 


DIRECT ADVERTISING 


and 


SALES PROMOTION 


for 32 Years 
* 


Planning 
Writing 
Production 


521 FIFTH AVENUE, 


NEW YORK 


80 BROAD STREET, BOSTON 


Reply-0 Letter is versatile! 
used by A. B. Poe of 


THOMAS A. EDISON, INCORPORATED 


*In checking...our own mailing lists...we received 
almost 50% replies. 
since the returns are coming in at a steady rate.* 


"A mailing to new customers asking how our 
products were used in their equipment wes 
extremely valuable in giving us information 
for use in our advertising.* 


*A mailing to the Institute of Radio Engineering 
list produced better than a 15% reply. Replies 
from Reply-O Letters come in over 4 longer 
period and I believe this can be attributed 

to the fact that the reply card is an integral 
part of the letter and stays with it until 

the reader is ready to act.* 


Advertisers such as The New York Times, Air Reduction, 
Procter & Gamble, New York Life, Simon & Schuster 
also turn to Reply-O Letters for a great variety of 
direct mail uses. 


We'll gladly send you samples and a copy of our 
booklet, *IT WAS ANSWERS HE WANTED.* 


Sincerely, 


See the many ways it is 


This will undoubtedly increase 


better 
production 
brings 

better results 


There’s a best way to pro- 
duce direct mail . . . 

MASA members study the 
best, most effective, ways 
of production; support re- 
search and fact finding; 
share knowledge of im- 
proved methods. Their ob- 
ject is better results for you. 
When you try to “save” 
money with “cheap” pro- 
duction you tamper with re- 
sults. To check the effective- 
ness of your production 
source . . . Always say, 

“Are you MASA?” 


YOUR BEST SOURCE for: Creative di- 
rect mail campsigns, multigraphing, 
mimeographing, offset and letterpress 
printing, bindery, mailing service, mail- 
ing lists, etc. information about post- 
al regulations and better direct mail 
results. 
For names of MASA 
members nearest you, write 


Mail Advertising 


Service Association 
18652 Fairfield Avenue 
Detroit 21, Michigan 


| 

reply 

“IN” 

Z | The | 

La Phone nearest sales office — or write REPLY-O-LETTER 7 centRrat PARK WEST, NEW YORK 23, N. Y. ae 

| 

| 
| 
| 
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girls has a supervisor. Then there are 
group supervisors, divisional supervi- 
sors, and a final room supervisor. 
There are intercom facilities for all 
supervisors and also loud speakers 
for entire coverage. But each girl must 
handle her own list. Makes corrections 
on addresses, watches credit of each 
player, stuffs envelopes, receives mail, 
supervises checking of coupons, mails 
announcements, and prepares letters to 
be sent to winners. 


Although there is one main ad- 
dressing room with electric Addresso- 
graphs for mass mailings . . . each 
girl has her own hand Addresso- 


graph. They are nicknamed “Jo-y’s’ 
by the girls in England. On the week- 
ly mailings of coupons . . . each girl 
addresses her own group of “clients.” 
Tom tells us that on mailing days the 
huge factory sounds like an explosion 
of machine guns . . . each girl tapping 
rapidly on her Joey. 

We thought this story might inter- 
est some of you big mailers. Maybe 
our mailing lists are too big-machine 
fashioned. Vernons have licked the 
problem of mailing list accuracy by 
decentralizing the list... by putting 
each small important segment in 
charge of one experienced operator, 


ongratulations 
to 


YOON YUN 


(UNION BAG & PAPER CO.) 


for winning DMAA’s top award... 
the grand award for Best of All 


Industry. 


It is recognition of your magnifi- 


cent efforts in achieving a sales ob- 
jective before the right people, at 
the right time, and in the best of 
taste. We are proud .. . to have been 
the Lithographer for the entire 
campaign. 


HERST 


525 West 52nd St. 


LITHO INC. 


New York 19, N. Y. 


who handles every operation connect- 
ed with each name. Tom tells us that 
the girls soon get to know closely 
every name on their list . . . changes 
in jobs or location, changes in family, 
and many intimate things about them 
from the letters. There may be an idea 
there for U. S. A. list worriers. 


There’s a lot more to the story ... 
but it would take hours. As it did for 
Tom to tell us. Because Tom Gren- 
fell is public relations controller, he 
reserves the right to notify personally 
all the top winners. And he could 
write a book on human behavior. The 
accounting system is so fast and ac- 
curate that the winners of each Sat- 
urday’s pool are known by Monday 
teatime. Tom starts out to notify the 
toppers. If he can’t get there by mid- 
night, he starts out again at eight 
Tuesday morning. 


Over the years he has learned a 
technique for notification. He breaks 
the news gently and gradually. Usual- 
ly there are tears. Great emotions. 
Confusion. Climaxes. Tom tries to 
calm everyone down, cautions care .. . 
acts as a protector. No wonder his 
face and voice reflect sympathy, kind- 
ness and understanding. His good 
humor is contagious. 


This reporter doesn’t know what 
good this story will do here in Amer- 
ica. The whole idea is illegal by our 
standards. But we couldn't help 
thinking that maybe Senators Kefauv- 
er and Carlson might better investi- 
gate. Such a scheme might weaken 
the hold of the racketeers. And it 
would sure solve many postal deficit 
problems. In many of our states, par- 
imutuel gambling has been legalized 
and unorganized pools are a national 
pastime. We understand that even the 
Congressmen had a pool last summer 
on the date and hour of Congress’ ad- 
journment. If church bingo is okay, 
what's the harm of a penny to nickel 
pool of football games where coupon- 
filling takes a certain amount of skill? 


But aside from all that, we think 
Tom Grendell’s story is fascinating 
even though it proves nothing more 
than that huge mailings can be made 
without mistakes, duplications, con- 
fusions, or inefficacies. 


We hope Tom will come back again 
soon. We'll cancel all engagements and 
sit for hours listening to interesting 
details of “the biggest direct mail job 
in the world.” 
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How To Win 


for lose] An Award 


(Observations on Contests) 
by H. H. 


On Thursday and Friday, Septem- 
ber 10 and 11, this reporter met with 
six other judges at the Hotel Statler, 
New York, to select the “Best of In- 
dustry” winners in the annual DMAA 
contest. Many times throughout the 
two long days | wished I hadn't ac- 
cepted the assignment. From com- 
ments of the other judges . . . they 
must have felt likewise. 

It is a hard job. Hard on the eyes, 
feet and disposition. A big room. . . 
lined with long tables with stacks and 
stacks of 13x20 inch black portfolios. 
Some thick, some thin. The first day 
it is necessary for each judge to go 
through every entry, particularly the 
entry forms where purposes, problems, 
solutions and results are supposed to 
be described. Make notes on each. 
Score points for plan, copy, design, 
results. 

On the second day, judges work as 
a team, comparing their notes and the 
campaigns entered in each industry 
classification. Select the winner of 
each. . . then the “honorable men- 
tions,” (which really means that the 
judges, or some of them, are sick at 
heart about throwing out an excellent 
job which in a few minor points does 
not come up to the “winner.”) 

The portfolios which go under the 
table cause the biggest headaches for 
the judges. Those are the definite 
losers. The “un-winners,” as John 
Plank sadly called them. I think I 
discovered what is wrong with 
most of the “un-winners.” Maybe 
these observations may help future 
contestants and contests. 

First, there are a few who do not 
belong in any competition. No plan, 
no intelligent execution, no reportable 
results. Some entrants didn’t even un- 
derstand the contest and sent one or 
two unmounted, miscellaneous pieces 
without any statement to the judges. 

Second, the big majority of “un- 
winners” need to read and act on the 
September Reporter feature article, 
How Direct Mail Solves Management 
Problems. When that article was writ- 
ten we were worried that it might be 
too hard boiled, too critical of direct 
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mail planners. But the judging ex- 
perience proved that the article was 
not hard-boiled enough. 

Most of the un-winners showed by 
their entries (physical appearance and 
mental analysis) that they didn’t know 
exactly what their problems were and 
what their direct mail was supposed to 
solve. On the entry forms many neg- 
lected to state the problems clearly. 
And most of the judges were amazed 
at the number of entrants who, on 
the fourth important rating point, 
wound up weakly by saying, “Too 
early to estimate results,” or “In an 
effort like this, it is impossible to de- 
termine results.” Those statements do 
not make sense. As we said in the 
September story, “Direct mail isn’t 
worth considering unless it actually 
solves for you a specific management, 
promotion, publicity or sales problem. 
It is the nutcracker of business. The 
hard nuts, that is.” 

Surely. . . these folks who enter 
contests could find some way to prove 
to the judges (or to themselves) how 
the direct mail pieces shown had ac- 
tually solved definite, specific prob- 
lems. Not percentages or dollars neces- 
sarily . . . but proof of reception, im 
pact, acceleration, or soraething. Seven 
hard-boiled judges can't be convinced 
with platitudes. 

For instance, Fred Meendsen, of 
Union Bag & Paper Company, whose 
campaign won top honor with “Best 
of All,” did a magnificent job of prov- 
ing results on a project not designed 
to get inquiries or immediate sales. 
He submitted, at the end of his port 
folio, scores of approving letters from 
important people on the mailing list. 
He had copies of reports from mem- 
bers of sales force, reactions of man- 
agement, etc. In other words, he prov- 
ed impact; proved that the campaign 
solved definitely-stated, predetermined 
problems. 


(Incidentally, this reporter stayed 
pretty much aloof from final judging 
on “Best of All” .. . for we had re- 
vealed our opinion of the Yoon Yun 


campaign in the April Reporter: “Pos 


feed a man the 
same dish... 


—night after night and he'll soon get 
tired of it. In direct mail, too, variety 
gets attention . . . maintains interest! 
You can prove this easily by testing 
Return-A-Card against your present mail- 
ing. You'll find the pre-addressed, 
“built-in” reply card makes it easier to 
reply —gets better results — costs 

less per response. Write for your FREE 
Promotion Folder showing many 
applications of this direct mail format to 
sales and merchandising problems. 


REPLY CARD IS __ 
ATTACHED TO THE / 
LETTERHEAD! 


SALES LETTERS 


'ncoRPORATED 


250 W. 49th St., New York 19, 
Telephone Circle 6-0843 


Make PROFITS with a SNAP 


(CARBO-SNAP, THAT IS.) 


With a business 
in the millions — or less 
(ADDRESSES, THAT 1S.) 


If you address anything, it will pay 
you to look into the possibilities of 
CARBO-SNAP Iabels. 
They're clean, efficient, require 
only whot you already have: 
A typewriter and a typist. 
Nothing extra. 
And with one typing you'll have up 
to 6 labels... ready to use, They‘re 
a “snap” to use, 


Write. Ask for the complete story. 
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sibly the best coordinated direct mail 
campaign in history.” The other six 
judges were unanimous in deciding 
that there was nothing else like Yoon 
Yun). 

There were other reasons for “un- 
winner”... and some of those reasons 
are faults of the contest itself. Maybe 
John Plank, if he continues as contest 
chairman, can find solutions. In some 
of the industry classifications there 
ACADEMY were few entries... so it was relative- 
awaens ly easy to select a top campaign. But 

i in other classifications there were too 
. jg many entries. In two particular ones 
— (which should remain nameless) near- 
ay ly all of the campaigns entered show- 
ed intelligent application of basic di- 
THEATOS - TORE rect mail principles. It was a darn 
shame to put some of the un-winners 
under the tables . . . because a few 
of them were much better than the 
top winners in other less competitive 
classifications. Perhaps John Plank can 
find a way to widen the spread of 
For several years the Academy of Motion Picture Arts classifications in these fields where the 
and Sciences has produced the program for the Annual quantity of competition is large. By 
Awards Presentations on Hamilton Andorra papers. divisions of purpose, for example. 

Another thing that discourages the 
judges, we noticed, was the tendency 
on the part of some contestants with 
weak material to “dress up” the port- 
folio with smash hand-lettered head- 
ings, tricky mountings, etc. No soap 

. if the analysis of purposes and 
results is apparently forced, insincere 


or inadequate. 

As a result of this last judging 
experience (coupled with judging 
in other association contests), I can 
offer some advice to future advertis- 
ing campaign contestants (whether 
DMAA, NIAA, PIA, or what have 
you): 


1. Don't enter your work in com- 
petition unless you are positive that 


YUtls tl loth | it is worthy of recognition. 


ARRUA! 


2. Plan your physical entry as care- 
fully as you planned the material to 
be entered. 

3. Make it as easy as possible for the 
The paper you print it on is just as important in the success of judges to grasp your whole story quick- 


a printed piece as the way you print it. Ask your printer to show ly: 
you how your direct advertising looks when he puts it on a. Don’t exaggerate or overdress your 


presentation, but 
Hamilton Text & Cover Papers. You’ll be delighted at the dif- 
. ’ . Have the separate pages or sections 
ference. Your broadsides, annual reports, folders, programs, 


booklets—every sort of promotion—become distinguished-look- captions. Explain each part or piece 


with short, clear captions or labels. 


ing, more attractive and easy to read. 
' Include all units of every piece. 


(For instance, many did not show 
WRITE FOR SAMPLES OF HAMILTON TEXT & COVER PAPERS the envelope in which expensive 
HAMILTON ANDORRA HAMILTON SHEFFIELD pieces were mailed. Others did not 
HAMILTON VICTORIAN HAMILTON GAINSBOROUGH include the transmittal letter which 


must have been used with an elab- 
m 
HAMILTON FINE LINE orate ure.) 


w. CC. HAMILTON & SONS 


MIQUON, PA. OFFICES IN NEW YORK, CHICAGO, LOS ANGELES 
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4. Concentrate your major attention 
on the preparation of your “statement 
to the judges.” That is read first by 
conscientious judges. Make it as short 
as possible... but complete. Realize 
that most judging is based on some 
scoring system involving (a) plan, (6) 
copy, (c) design, (d) results. 

Your statement should cover these 
points fully. Describe problem; how 
it was solved; why format or design 
was selected; what results were ob- 
tained . . . even though “results” are 
nothing more than “opinions.” 

If you will follow those four sug- 
gestions, judging by next year’s com- 
mittee will have fewer headaches. You 
will have a better chance to be a 
winner. 

And even if you do not plan to 
enter a contest . . . these suggestions 
might help in your work. Every ad- 
vertising manager worth his or her 
salt should be able to present to man- 
agement at intervals of at least one 
year a portfolio of accomplishment. 
Mount all pieces used; explain why 
used and what has been the end re- 
sult. How else can you justify your 
budget requests? 

We can guarantee one thing: The 
entries in the DMAA contest received 
conscientious consideration. Never saw 
a more serious, worried, alarmed and 
hard-working group of judges. Sev- 
eral worked far into the first night 
so that no one would be slighted. 
Some of our personal choices didn’t 
make the grade when it came to group 
vote... but all in all we can commend 
the 1953 Direct Mail Leaders. Study 
them carefully when they come to your 
town. Behind them has been a tre- 
mendous amount of energy, time, 
sweat and money. 

On page 26 of this issue we are list- 
ing the DMAA “Best of Industry” 
winners, but are omitting the long 
list of Merit Awards (for lack of 
space). Most of them contain valuable 
ideas. All will be filed and catalogued 
in the permanent DMAA Library. 

Also see page 38 for notes on an 
award-winning campaign. We selected 
a winner in the National Industrial 
Advertisers Assn. competition as a 
good example of describing a prob- 
lem and its solution. 


Added Note: Since writing the material 
above. . . I travelled out to Pittsburgh on 
September 22 to act as a Judge in annual 
contest of Printing Industry of America. 
Campaigns and individual pieces of printers 
own self advertising. Met with three other 
judges — Eldridge Peterson, Editor of Print- 
ers’ Ink; James Spillan, Executive Vice Presi- 
dent of Doremus-Eshleman Company and 
Gene Wedereit of Tube Turns. . . assisted 
by Bill Clawson, Advertising Manager, Mil- 
ler Printing Machinery Company, sponsors 
of the annual contest. 

Opinions on the entries in this contest 
are the same as for DMAA. The majority 
of printers didn’t know how to present their 
material convincingly or how to evaluate re- 
sults. 


My Mail Order Day 


By Jared Abbeon 


(Reporter's Note: This monthly column, by an anonymous friend, has 
been well received . .. so will be continued indefinitely.) 


Business last month was over in the black as predicted and we now 
look for a steady increase in sales leading to a Christmas crescendo. 


A self-appointed champion of the mail order business accuses this col- 
umnist of scaring people away from the mail order field. Well, maybe these 
columns are a bit on the grim side, but mail order is not for the faint-in- 
heart, or the easily discouraged. It takes ‘guts’ and determination to succeed 
in mail order . . . it takes the ability to take a licking and come back for 
more, again and again. The ultimate payoff can be tremendous, 

In no other business can a man reap as rich rewards with as little start- 
ing capital; but it is not a game for the faint-in-heart and the quitter. If I 
can discourage these people by pointing out the pitfalls — good! They should 
not be in the field in the first place and would almost surely fail. ‘The man 
who is going to succeed in mail order is the type of person whom nothing 
said or printed can possibly dissuade or discourage . . . he is the man who 
will profit by good advice. 

I regret that any one individual should take umbrage at the tone of this 
column. However, | am mightily encouraged by the numerous people who 
have written in complimenting and commenting on these remarks. ‘his one 
individual, although he claims to speak for the multitude is so far the ouly 
criticism that has been publicly or privately expressed. 

Incidentally, any man who goes into the mail order “business” is a 
“hero” to me. 

I have over 190 mail order houses to whom I supply merchandise and 
catalogs and can appreciate their problems as, in addition, | run a retail 
mail order business with approximately 12,000 customers. And, | might add, 
we did not get those customers the easy way through one lucky item that 
“clicked”, but built up our list individual by individual over a number of long, 
hard years. 

I will never, in this column, attack the “honest mail order dealer.” | 
consider myself one of them and nobody in his right mind would cut his own 
throat. However, | will attack as fiercely and viciously as possible those 
bums and crumbs and motherless sons who, having been hatched out on 
a flat rock themselves, will take the last pennies of defenseless women selling. 
them valueless information on “how to make $15.00 an hour doing home 
work” on various products of unmarketable style. And I have an extra hard 
spot in my heart for the harpies, sharks and wolves who hang on the flanks 
of mail order and batten fat at the expense of honest individuals who wish 
to enter the mail order business. 

This includes the crawling things who peddle schemes of dubious worth, 
supplies at inflated values and courses “guaranteed” to make the student a 
billionaire overnight. So I say again, three cheers for the honest mail order 
men, but let’s ‘cripple the crooks’(Massachusetts and Ohio papers please 
copy.) 

A reader asked how we acquire new items. Well, a couple of weeks 
ago I was sitting in our living room with the ever-loving (and ever com- 
plaining wife) and she said, “If business continues the way it is going you 
are going to end up peddling pencils.” 

This struck a spark — so next day I went out and found a good man- 
ufacturer of imprinted advertising pencils. Sent out a test mailing on same 
and a few orders have come in. So, never sneer at a suggestion, no matter 
how far-fetched it may seem. 


Under the heading “Anything Can Be Sold By Mail” noticed an ad- 
vertisement for “mail order skunks”. Deodorized skunks cost more than au 
naturel, which proves that there is such a thing as a ‘cheap skunk’. 
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HIDING 
EMMA? 


Emma is our favorite pros- 
pect, but her name got lost on 
somebody's mailing list. 

If you have Emma's name, 
you've been losing a lot of 
money. Dozens of our clients 
(national mailers, not com- 
petitors of yours) want to 
rent Emma's name and thou- 
sands more like hers and her 
cousin John’s. 

You don’t sell your list. You 
merely rent it on a royalty- 
for-each-use basis. The list 
never leaves your premises 
and every use of it is subject 
to your approval. 

So if you have a list of 5000 
or more names, and you want 
it to collect gold dust instead 
of dust, send the coupon today 
for FREE details. 

CHARTER MEMBER 
Notiona! Council of 
Mailing List Brokers 


WILLA MADDERN, ING. 


215 Fourth Ave., New York 3, 


Without any obligation, send us complete de- 
toils about the profits we con moke from the 
rental of our mailing list to non-competitive 
users. 


Nome 


Compony—_. 
Zn__Stote 


Sell Your Products 
to More People 


Explain the benefits your prospects will 
gain trom the items you offer. 

This intelligent approach is featured in 
letters and literature written for my 
chents. It gets paying results. 

These effective selling ideas are de- 
scribed in an interesting folder. The 
practical information it contains, may 
prove useful in your business. Send for 
your copy, without obligation. 


EDWARD W. OSANN 
Creative Letters and Advertising Literature 
Since 1910 


Member 
Direct Mail Advertising Association 
175-35 88th Ave., Jamaica 32, N. Y. 
REpublic 9-2244 


An Ad Agency that Loves DIRECT MAIL 


Many agencies don’t want to “monkey” 
with MAILVERTISING. (Some don’t have 
the know-how.) Direct mail is no step- 
child here! Please inquire on letterhead. 


“Chat Fellow Bott” 


Leo P. Bott, Jr., 64 E. Jockson, Chicago 
The only compiled lists of top Negro names. 
Over 500,000 Professional and Business men and 
women plus members of leading social and civic 
clubs. All lists national. $15 per thousand includes 


addressing. Write today. Calvin News Service: 
101 West 46th Street, New York. 


Notes on A 
Prize-Winning Campaign 


by Gene Romig 


Reporter's Note: The Standard Register Com- 
pany, 626 Albany St., Dayton 1, O., won 
a “Topper” award in the 1953 contest of the 


ably to the campaign. That was the pom 
desired. 


(Class 4 Improving or Expanding 
Company Name Acceptance as a 
source of supply or services. Large 
bud get.) 


PRODUCT OR 
SERVICE ADVERTISED: 


Kant-Slip (marginally punched) 
continuous business forms and acces- 
sory mechanical devices; the service 
of ‘Paperwork Simplification’ through 
their application”. *(This and other 
quotations from Descriptive Sheet at- 
tached to entry.) 


BACKGROUND: 


The Standard Register 
products, which include: 

Custom-printed Kant-Shp continuous forms 
and one-time carbon. 

Kant-Slip continuous stock forms. 

Zipset (unit-set, carbon-interleaved) forms. 

Form Flow Registers (autographic). 

Registrator Platen, (continuous form feed- 
ing, aligning and registering device) which 
replaces conventional platen on business ma- 
chines. 

Automatic Line Finder and Dual Feed, 
supplementary to Registrator Platen; and 
Auxiliary Equipment, including continuous 
forms Burster, Burster-Imprinter and Carbon 
Separator — direct to users through about 
450 representatives working out of company 
sales offices in principal cities. Standard Re- 
gister’s markets are as broad as business itself; 
any store or factory or office that writes as 
many as 5,000 sets of any given form per 
year is a logical prospect for “simplification” 
of the process. 

“Shoe-leather™ coverage of the entire 
market is obviously impractical if not im- 


Company sells its 


possible. The company has consistently used 
direct mail advertising in particular to assist 
its representatives in selling new customers 
and selling new business in established ac- 
counts. Such advertising is largely selective 
and is directed by the salesmen themselves 
to pave the way for planned calls — they 
furnishing the advertising department with 
mailing lists. 


SPECIFIC PROBLEM: 


We have greatly expanded our pro- 
duction capacity in the past year or 
two — increasing the facilities of our 
very large main plant at Dayton and 
building a new factory at York, Pa. — 
to meet the rising demand for busi- 
ness forms and devices to permit ef- 
ficient and economical preparation of 
records. That demand was intensified 
by World War II and the early part 
ot the Korean action, which saw con- 
siderable “stock-piling” of forms to 
avoid emergencies and consequent 
long-delivery schedules in our indus- 
try. 

This same situation attracted a good 
many newcomers to the forms indus- 
try — manufacturers and jobbers op- 
erating territorially in many cases rath- 
er than nationally. The Standard Re- 
gister Company originated marginally 
punched continuous forms (in 1912 
when the business was founded); was 
the first to apply them with positive 
pinfeed to typewriters and other busi- 
ness machines (the Registrator Platen); 
and for some years was the exclusive 
source of such forms. That time is 
past. 

Meanwhile, however, Standard Re- 
gister in its selling procedure empha- 
sized not only the precision-made, 
operational quality of its physical pro- 
duct, but also the very real though 
less tangible value of a business form 
that is (a) intellingently designed to 
do a better “system job” for the user 
and (b) applied to his office machines 
(our devices) so as to produce his 
finished records at least cost. Such 
service by a trained system analyst- 
salesman — and its results — have 
been termed Paperwork Simplifica- 
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tion. Our forms and mechanical pro 

ducts are devices of work simplitica 

tion. 
Here, then, was the basic problem: 

A. The need to sell at a substantially 
higher new level for a_ steady, 
economical and_ profitable plant 
operation. 

B. Increased competition for forms 
business (including competitors 
who might or might not attach 
the same importance to the end 
value of a forms-writing operation 
as Standard Register does.) 

C. The consequent need to expand 
salesmen’s coverage and increase 
their effectiveness. 


OBJECTIVE: 


To spell out the “difference” be- 
tween Standard Register and its com- 
petition, in terms of 

a) forms quality and value; 

b) the extensive line of paperwork- 
simplifying devices afforded by 
its engineering and research; and 
the type of service rendered by 
its own direct sales representa- 
tives. 


c 


Thereby to promote acceptance of 
Standard Register as the “leader”; give 
salesmen more opportunities and time 
to make specific proposals and close 
orders; and help overcome price com- 
petition. 


SCOPE OF CAMPAIGN: 


Direct Mail covered an established 
list of from 50,000 to 60,000 executives 
in customer and prospect accounts as- 
signed to some 350 “Special Account 
Representatives” in the U. S. List also 
includes business machine companies’ 
salesmen. The list is a “permanent 
one, maintained by salesmen and this 
entry shows part of a continuing pro- 
gram.” (Period covered was May 1, 
1952 — May 1, 1953). National Ad- 
vertising appeared in Time, News- 
week, Business Week, Management 
Methods, Purchasing, American Busi- 
ness, Controller, Journal of Accoun- 
tancy, The Office. 


CAMPAIGN THEME: 


Early in 1952, our agency Geyer 
Advertising, Inc., Dayton office, sub- 
mitted a proposed magazine advertis- 
ing campaign pitched on the idea that 
“THERE'S A BIG DIFFERENCE in 
business forms, too” and using cartoon 
illustrations. Standard’s Advisory Com- 
mittee (division heads) approved the 
proposal, but M. A. Spayd, President 
of The Standard Register Company, 


especially emphasized the following 
principle: 


It’s not enough to settle on this 
theme or slogan for national adver- 
tising. It will not be worth much 
unless EVERYTHING we do — in 
direct mail, in sales promotion to 
the Field organization, sales helps 
and selling itself — ties in with and 
supports that theme. 


The “big difference” became the 
keynote of all advertising and litera- 
ture prepared during this campaign 
(and still continues). 


Mr. Spayd took a direct interest in 
developing a difference in our direct 
mail advertising in particular. It is a 
fact that this company had created 
many things (products, facilities, ser- 
vices to its market) which are ex- 
clusive with us, in themselves or in 
the extent to which they are carried. 
Spayd felt that all these were being 
taken too placidly, too much as a mat- 
ter of course, even by our own sales 
force as well as the “public.” This 
gave rise to something more “excit- 
ing” or “sensational” than the office 
equipment industry is accustomed to 
— large, smash broadsides. 


When an executive in a large cus- 
tomer account in New York received 
one of these, he summoned our sales- 
man by phone. He was extremely 
interested in the advantages of Stand- 
ard’s Automatic Line Finder on type- 
writers in their office. The salesman 
did not think it necessary to remind 
him that this broadsided NEW device 
had been brought to his attention and 
literature given him a long time ago. 
Besides this broadside there were sim- 
ilar ones on other products (Dual 
Feed, Dupli-Card Register), on Stand- 
ard’s Engineering & Research program 
and our services, etc. 


The “difference” was again ex- 
pressed (under the head of descriptive 
literature) in the quality of certain 
“product pieces.” It is our practice to 
have available for salesmen’s use in 
presentations and proposals and for 
special direct mail purposes, a series 
of sheets illustrating applications of 
our feeding devices, forms and equip- 
ment to all the leading makes of type- 
writers, bookkeeping and other busi- 
ness machines. Last year Paul Honn 
of the Advertising department conceiv- 
ed the idea of a new series of pieces 
illustrated with full-color photos so 
modern and attractive that the busi- 
ness machine companies’ sales organ- 
izations, too, would be induced to use 
them. 


THESE FIRMS USE THE 
SYSTEM 
FASTER, MORE FLEXIBLE 


ADDRESSING AT LOWER COST 


A—OFFICIAL U. S. NAVY PHOTOGRAPH 

8 —GRIT PUBLISHING CO. 

C—PARENTS' MAGAZINE 

D—STATE FINANCE COMPANY 

& —WALTER FIELD COMPANY—MAIL ORDER 

F —THE HOOPER-HOLMES BUREAU, INC.— 
COMMERCIAL REPORTING 


The above users employ a total of twenty- 
one machines. Scripromatic System eliminates 
stencil maintenance and storage... Your 
regular records or punch card system serves 
double duty as masters... Addressing at 
speeds up ro 6000 per hour . .. with flexibilicy 
of mechanical sorting. Wire, write or phone 


SCRIPTOMATIC, INC. 
316 North 11th Street, Philadelphia 7, Pa. 
Tel.: WAinut 2-4213 
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ELEMENTS OF CAMPAIGN: 


Following is a run-down of the 
pieces as presented in NIAA entry 
nortfolio; 


DIRECT MAIL: 

1. Automatic Line Finder broadside. 
“One of a series of special broadsides, 
53,000 mailed May, 1952. This gen- 
erated considerable new interest and 
sales involving the device featured. 

2. PS. No. 26. Magazine, letter, 
reply card. 47,115 mailed to establish- 
ed list June, 1952, 887 replies. 

3. Dupli-Card Register broadside, 
52,033, July 1952. 


4. Engineering broadside, 56,190, 
September 1952. 

5. PS. No. 27, 55,231 mailed Oc- 
tober, 1952. 

6. “Quality” mailing: letter, folder, 
card. 53,874 mailed November, 1952. 

7. Broadside (Form 1661) S. R.’s 
service, 54,000 January 1953. 

8. PS. 28, 56,503 February, 1953. 

9. Dual Feed broadside, 59,094 
March, 1953. 

10. PS. 29, 61,000 April, 1953. 


NATIONAL ADVERTISING: 


Appearing in Time, Newsweek, 
Business Week, Methods, American 


Chemical test for moisture absorption of envelope paper 
— one of many tests and quality controls devised and used 
by the U.S.E. laboratory. 


They all want to know 
“WHAT'S IN IT FOR ME” 


BOB, a printer, wants ways to make his work 
more effective and profitable; rnuTH, a stenographer 
(and a steady user of envelopes) wants to know 
what will make her job easier; BILL, a Purchasing 
Agent, is looking for values that pay off for him. 

Imagine sitting in with such a group of experts 
as they study the steps taken to insure the quality 
of U.S.E. envelopes! — asking at each step:‘What 
good is it — what does it do — for me?” 


They all get the answers, in this 
book: “What's In It For Me?” 
— available now from your 
paper and envelope merchant. 
Ask him to get a copy for you. 


UNITED STATES ENVELOPE CO. 
e Divisions from Coast to Coast 
SPRINGFIELD CHUSETTS 
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Business, Purchasing and Controller 
(also journal of Accountancy and The 
Office in 1952 only). 


1. May, 1952 advertisement (series 
started in March). “Think Miss Hard- 
way would be offended?” Larry Rey- 
nolds cartoon. 


2. June 1952, ad tied into broadside 
mailing and sales promotion on Au- 
tomatic Line Finder. 


3. July, 1952... 
o'clock.” 


“bills out by 5 


4. August, 1952... “fifth efficiency 
man.” 


5. September, 1952... “Miss Hard- 
way’s gentleman friend.” 


6. November, 1952 two-color adver- 
tisement used Dual Feed as “for in- 
stance” and shows how the Big Dif- 
ference theme was continued in new 
style ads. (Photos in this and succeed- 
ing by Pagano Studio, New York. 


7. January and February, 1953. Au- 
tomatic Line Finder. (These ads 
staggered to appear at two-week in- 
tervals in Time, Newsweek, Business 
Week — 6 weeks apart in each me- 
dium.) 


8. February and March, 1953 — 
Carbon Separator. 


9, March and April, 1953 — Bur- 
ster Imprinter. 


LITERATURE: 


1. “Business Forms with a Big Dif- 
ference” booklet. For presentations of 
quality story by salesmen and per- 
sonal hand-out. offered in direct mail. 


2. Portfolio of 16 color product 
pieces (together with sales promotion 
folder) “Leaders. . . Applaud.” 


ESTIMATE OF 
RESULTS: 


Company sales in 1953 are at a 
substantially higher level than in 1952. 
This is more significant against the 
background competitive picture. . . 
In support of a. vigorous sales pro- 
gram, this advertising campaign is 
by all reports helping persuade many 
customers, old and new, that Standard 
Register is the best source of supply. 


As a post-script to above, it can be 
reported that spurred by a special 
drive during our annual President's 
Month, we received more orders for 
Standard Register forms in June, 
1953, than in any like period in our 
41-year history. 
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by John Yeck 


Reporter's Note: Would you like to read a 
sensible analysis of the postal “situation”? 
Well . . . here it is. A speech made by re- 
tiring President John Yeck (Dayton) at the 
Mail Advertising Service Association Con- 
vention in Detroit. It deserves sober and 
serious study. Maybe you should show a 
copy to your Congressman. THIS REPORTER 
disagrees on one point (reduced rates to non- 
profit groups for same identical services). . . 
but we can argue about that later. The im- 
portant point is that the basic thinking 
makes sense. Spread the word. 


Business organizations are at it 
again. Hitting each other over the 
head with ball bats. Fighting over the 
whipping cream while somebody steals 
the cow. 

This time it’s postage rates. 

The postal system is important .. . 
very important . . . to American busi- 
ness and the American public. No oth- 
er government service touches so many 
people, so often. 

Postage rates are important, too. 

A bill to raise postage rates is before 
Congress. House Committee hearings 
are under way. The bill was scheduled 
to pass before adjournment, last Aug- 
ust, but opposition to it, inside and out- 
side of Congress, was too great. This 
bill is not finished. It will be the “first 
order of business” in January. 

This is a “businessman’s” admini- 
stration in Washington. You'd think 
that businessmen and business mail 
users would be in favor of any bill 
it suggested. 


Well, the U.S. Chamber of Com- 
merce favored the bill. 


But, at the House Postal Affairs 
Committee hearings in July, a witness 
from another organization, after “ad- 
mitting” Chamber of Commerce mem- 
bership, was asked what he thought 
of the C. of C, statement approving 
the bill. 

“There are ladies present”, he said. 
This was the calmest comment made 
about the C. of C. by any of the busi- 
nessmen present to testify. 

The National Association of Manu- 
facturers favors the bill. 
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Business Needs An"Attitude” 
On Postal Rates | 


thought of the N.A.M. stand, he said, 


politely, “My only guess is that they | 


don’t understand it.” Businessmen are 
at opposite poles on the bill . . . but 
they aren’t alone. 


The New York Herald-Tribune fa- 
vored the bill. 


But a small town newspaper pub- 
lisher—a Republican member of Con- 
gress, by the way—almost had apo- 
plexy when he discussed the Herald- 
Tribune's position. 


The Republican administration had 
it on their MUST list for July. 


But the Republican chairman of the 
Senate Postal Affairs Committee 
fused to hold hearings on it. The sec- 
ond - ranking Republican member of 
the House Committee fought it right 
down to the wire . . . staked his poli- 
tical future on his opinion that this 


was a bad bill. 


The Postmaster General testified in 
favor of the bill. He’s a businessman. 
He wants to balance the budget. But 
hundreds of businessmen testified or 
asked to testify against the bill. Most, 
if not all, of those witnesses are for a 
balanced budget; against increasing the 
federal debt; unalterably opposed to 
political subsidies. 


Why are these people so violently 
against House Biil 6052? Because it 
steps on their toes? Because it hurts 
their business? Because they are 
against amy raise in rates? In some 
cases, yes. But only a few of the wit- 
nesses would say that they were 
against all rate raises. They were 
against this bill. The C. of C.; the 
N.A.M.; the Herald-Tribune . . . and 
many other associations and newspa- 
pers are for this bill. 


How can business organizations be 
so completely divided on the issue? 
Would they be, if they completely 
understood it? I doubt it. I don’t think 
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But when another business associa- 
tion’s witness was asked what he | 


200 More Letters 
To Sign !!? 


V.P.: “Darn it all, Sally, they've made a ma- 
chine that will type these letters auto- 
matically. You'd think they'd make 
some sort of a thing that would sign 
‘em. 

Sally: They do. 

V.P.: Who does? 

Sally: Autopen does. 

Vv. P.: Who's Autopen? 

Sally: Autopen Sales & Service Co. They make 
a machine that will write your signa- 


ture thousands of times with real pen 
and ink. 


V.P.: Sounds expensive. Couldn't spend com- 
pany money that way. 
Sally: Yes you could! The president, sales 


manager, advertising manager and 
treasurer all sign a lot of things. Use 
it for them too. 


V. P.: Hmmphi! 
Sally: Well, it just seems silly . . . 
V.P.: What does? 


Sally: Well, with all the trips, mertings and 
what not you Execs must tend to, it 
seems silly for you to be tied down 
to a job a machine can do. And any 
clerk can run the machine. 


V.P.: Who’d you say made this thing? 


Sally: Avtopen. Autopen Sales & Service, 
1026 Twentieth Street, N.W.. Washing- 
ton 6, D. C. 


V.P.: Did you see an ad or something? 
Sally: Yup, in The Reporter of Direct Mail. 


V.P.: Well, let's send in for more infor- 
mation. 


THEY DID: NOW WHY DON’T YOU? 


LIMITLESS 
SIGNATURES 


Countless thousands 
of signatures can be 
reproduced from one 
signature recording. 
The strong plastic sig- 
nature record can be 
removed, another put 
in its place in a few 
seconds. 
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they understand the exact language or 
the implications of the bill. 

I believe I have a middle of the road 
attitude on the subject. In a_ perfectly 
non-partisan way, I am a friend of the 
Post Office. | am not against increased 
postage rates, if necessary. | am against 
the present bill. I think it’s basically 
dangerous to the ordinary users of the 
mails. | agree with Senator Carlson, 
chairman of the Senate Postal Affairs 
Committee, who believes that now is 
the time to get the facts on the postal 
service; to approach the problem of 
rate making on a more scientific basis. 

The postal rate structure has grown, 
like Topsy, for over 150 years .. . as 
the result of expediency, special desires 
and political pressure on Congress. 
But, during the past few months, Con- 
gress has taken some definite steps to- 
ward a sounder structure. If business 
organizations could agree among them- 


selves, on some sound, basic principles, 
they might encourage Congress to go 
farther in the right direction. 

I suggest that business agree: 


1. That it is willing to pay “balanced 
budget” rates for its postal service, 


PROVIDED: 


2. The department is run in as busi- 
nesslike, economic and efficient a man- 
ner as practical . . . and, 


3. The rates charged do not consti- 
tute a fax on any class or type of mail 
. . . on business or advertising. 


Now I'm sure that Mr. Summerfield 
and businessmen can agree on effic- 
iency and economy. The present ad- 
ministration is doing a fine job there. 
Every week or so, the postal bulletin 


SEASONAL LETTERHEADS 
GIVE MORE COPY IMPACTS 


Plan to use one of these colorfully-illustrated seam 


sonal designs as the letterhead for your next salegay 
letter. Their attractiveness claims immediate atm 
tention, their timeliness builds interest in yoummm 


copy. 


The design illustrated here in black-and-white i isd 
only one of 33 different designs offered in the a 
brand-new 1953 Arthur Thompson Holiday Sta- 
tionery Portfolio. Each design is reproduced in 
full color on fine paper from original artwork or 
Kodachrome transparencies. 


These 33 designs illustrate scenes appropriate for 
Christmas, Thanksgiving, and Hallowe’en. A sups 
plemental Everyday Portfolio, issued 

early in 1954, will offer 30 additional de- 

signs illustrating other seasonal occa- 

sions. Thus, these letterheads offer the | 
perfect tie-in for any seasonal promotion. 4 
Yet—your sales letter can be reproduced 9 

on this distinctly different letterhead for @ 

little more than on first quality stationery. 4 


Send today for your 1953 Port- 


folio without obligation. 


ARTHUR THOMPSON & CO. 


109 MARKET PLACE 
BALTIMORE-2, MD. 


carries a new order that chops at waste 
with a meat ax: 

Unnecessary postage meter reports 
have been eliminated. Unnecessary 
change-of-address report forms have 
vanished. “Patron” addressing simplifi- 
es distribution. Almost 10% is reported 
cut from New York City office costs, 
without damage to service. Nylon mail 
bags are tested . . . and estimated to 
save a million dollars a year in trans- 
portation costs .. . Those are only a 
few ... and only the beginning. The 
department has many more ideas. 

I think it’s safe to say that the pres- 
ent trend of the department is firmly 
toward an efficient service. Now how 
about this “taxes on business and ad- 
vertising” suggestion. That’s the major 
reason I—and many of the business 
men who testified in Washington— 
oppose the present bill. The philosophy 
behind it leads to rates which will ac- 
tually tax certain types of mail. 


Let’s see how that works: 


When Mr. Summerfield testified for 
this bill, he explained why he wanted 
it passed. If I understand his position, 
this is a fair summary of it. 

The Post Office is losing a lot of 
money. It shouldn't be. 

Through economies and efficiencies 
we are saving money but not 
enough. 

The only way to get more money 
is to raise the rates. 


Here are the amounts lost annually by 
various classes of mail. 


If we raise the rates as suggested, 
we will still be losing money. 


So the suggested rates are still not 
high enough, but they're all the users 
can stand right now. 


The two points I've emphasized are 
the ones which lead to hidden business 
and advertising taxes. 


Here’s how: 


The figures quoted were those ar- 
rived at by the department's “cost as- 
certainment” method. The department 
put a cost accountant on the stand to 
defend this method of assigning costs. 
But the cost ascertainment method has 
been attacked, as illogical, so many 
times in the past by other authorities 
that its accuracy is in doubt. Certain- 
ly, if it és correct, it needs to be ex- 
plained more clearly to honest, sincere 
friends of the post office who think it 
is not. In any event, even if it were 
correct for the broad classes of mail, 
it’s obvious that you can’t set specific 
rates directly from it. 
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One simple example will do: Frater- 
nal organizations mail third class (un- 
der permit No. Sec. 34.65 (E) for 1¢ 
apiece (minimum weight). For the 
same mail, going the same distance, 
under similar permit, the businessman 
pays 1*%¢. (Don’t get excited. It’s 
O.K. with me for fraternal and char- 
itable organizations to get lower rates.) 
But let’s see what happens when these 
two rates merge in the report. 


For the sake of example, let’s say 
that 10,000,000 pieces of charitable 
mail at l¢ .. . and 10,000,000 pieces of 
similar business mail, at 1%¢ are 
mailed in a given period. That would 
bring an income of $250,000. Let’s say 
the cost of handling those 20 million 
“3rd Class” pieces, as determined by 
the post office, was $300,000. (That is, 
they average 1*2¢ each to deliver.) 
The pattern, as laid down by the pres- 
ent bill, and Mr. Summerfield’s testi- 
mony, is to recover that loss by raising 
the business rate only. But then busi- 
ness would pay 2¢ apiece for mail 
which cost the post office only 1%¢ to 
handle . . . a clear tax of %¢ per piece. 


There are other examples available. 
But they all boil down to this: When- 
ever a balanced budget includes loss 
items other items must pay more than 
their cost. In dealing with the federal 
government, when we pay more than 
cost for a service, we may fairly claim 
to be taxed. 


Now I’m not against “public serv- 
ice” on the part of the post office. 
don't think Congressmen should stick 
on stamps ... I’m sure a case can be 
and has been made for: 


Low rates for charitable organiza- 
Y.M.C.A.’s. 


Labor Unions .. . 
and many others. 


Low rates for library books . . . pub- 
lications for the blind . . . catalogs .. . 
newspapers . . . magazines, etc., etc. 


The postal service handling of bond 
sales . . . supervision of federal build- 
ings .. . the use of its far-flung facili- 
ties by other government agencies for 
non-postal matters. 


social agencies, 


Public Service on the part of the 
post office, for the general welfare of 
the country, is only common sense. 
I’m only against taxing the users of the 
mails for that public service. I think 
its cost should be carried by the pub- 
lic as a whole. 


What do I propose? This: 


1. Determine the cost of carrying 
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each separate type or category of mail 
and of all non-postal services. 


2. Whenever Congress sets a rate 
lower than cost, for any group of mail- 
ers, any type of mail or any non-postal 
function, Congress should appropriate 
funds to the post office to equal the 
loss. The fact is, Congress has started 
to do this in two ways. Either one, or 
a combination of both would be satis- 
factory: 


a. There is a proposal before Congress to 
put all “public service” rates in a special 
“fifth” class of mail. . . the loss in this 
class to be met by direct appropriation. 


b. Congress has already started, in some 
areas, to assess the costs against other gov- 
ernmental agencies. Congress is now  pay- 
ing for its own mail from its own funds; 
so are other governmental agencies. Next 
week the Civil Aeronautics Board will begin 
to pay that part of air mail payments which 
are recognized as air line subsidies. 

A resolution passed by the Mail Ad- 
vertising Service Association spells it 
out a little more clearly: 

The Mail Advertising Service Asso- 
ciation, International, suggests that the 
Congress give consideration to the fol- 
lowing procedures as a fair and equit 
able method of setting postal rates; 
and calls upon all business associations 
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con pr 
plastic bound books in 
these 2 easy steps: 


<< - 


Punch sheets and covers of any size or 
weight, quickly, occurately 


Bind up to 250 books on hour with colorful 
GBC bindings—%e" to diameter. 


NOW... vou CAN DO 
PLASTIC BINDING 


Get your personalized edition today 

. packed with illustrated ideas for 
using beautiful plastic binding on 
advertising presentations, sales 
manuals and other promotional lit- 
erature. This unique plastic bound 
portfolio gives the complete appli- 
cation and cost advantages of the 
GBC Binding System as proven in 
thousands of progressive organiza- 
tions in every field of endeavor. A 
wealth of timely and important in- 
formation absolutely FREE. 


THIS STRIKING PLASTIC Bounn | RIGHT IN YOUR OWN OFFICE 


PORTFOLIO-PRESENYTATION FREE | Bind all sizes of loose pages—any printed 
or duplicated material with compact 
GBC plastic binding equipment... in 
a matter of seconds. You'll add prestige, 
color, utility, attention-compelling ap- 
pearance and increase the effectiveness 
and life of your literature. Pages lie per- 
fectly flat...may be inserted or re- 
moved any place in book. Save money, 
too. Anyone can operate. 


= GET THIS FREE PORTFOLIO-PRESENTATION.. TODAY! 


GENERAL BINDING CORPORATION 


GENERAL BINDING CORP., Dept.RD-10! 
812 W. Belmont Ave., Chicago 14, um. 


Dept. RD-10 812 W. Belmont Ave., Chicago 14, lil 


Please send me ct once my free plastic bound 
PORTFOLIO-PRESENTATION that includes prices 
ond applications. | understand that there is abso- 
lutely no obligation. 


NAME 

ORGANIZATION 
ADDRESS 
CITY. 
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We're not speaking of sales at the moment, although we could 
write a challenging headline on that subject, too. 

We're referring to the scoring and folding quality of this 
famous cover stock, made of rags and finest purified wood pulp. 
Its toughness assures sharp scores without cracking, complete 
freedom from fuzzing on the folds. 

Ask your printer. If he doesn’t agree wholeheartedly with 
this statement, please give us his name. We'll send him—and 
you—convincing proof. 


THE BECKETT & 


PAPER COMPANY 


MAKERS OF GOOD PAPER 
IN HAMILTON, OHIO, SINCE 1848 
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and other mail users to join them in 
urging this, or a similar, permanent 
policy toward postage rate making. 


1. The Post Office should continue, cons- 
tantly, to search for all possible economies 
and strive for efficient operation. 

2. The true costs of handling each class 
and sub-class of mail and of each type of 
non-postal service should be clearly deter- 
mined, on an acceptable cost-accounting basis. 


3. The costs of handling free mail, the 
losses incurred on subsidy mail, and the 
costs of non-postal services should be 
charged against other government depart- 
ments or funds, or considered as a_ special 
class of “public service” mail. The costs re- 
maining would be the real costs of the postal 
service. The post office department can then 
recommend rates which it believes will bal- 
ance these costs. 


4. Based on these recommendations, Con- 
gress should set rates, deviating from the 
department's recommendations wherever ne- 
cessary in the public interest, with this in 
mind: 


A. No rates should be Aigher than the ap- 
proximate cost of handling a given category 
ot mail, for this would be a tax on the users 
of that class of mail. 


B. When Congress sets rates lower than 
the department's suggested optimum rate, it 
should clearly recognize this as a public ser- 
vice rate and handle the Joss incurred as 
suggested in No. 3 above. 


When that procedure has become 
clear governmental policy, all of this 
ceaseless argument about rates will be 
reduced to one clear problem in every 
case: 


Is it in the interest of the public to 
serve this particular group of mailers; 
class of mail; or government agency 
for less than cost? If so, an equal am- 
ount of funds will be appropriated to 
the post office budget. 

THEN, and only then, after the sub- 
sidies and “ public service” rates are all 
washed out of the budget, the true 
costs of the postal service for ordinary 
business or personal users of the mail 
will be clear. 

That's the time to “balance the bud- 
get”... without taxing the users of 
the mail. 


The time to push this policy is now. 
Congress is seriously and convincingly 
open-minded on the subject. If business 
users and business organizations would 
join in this approach to clarify postal 
policy now, something might be done. 

How about it C. of C.; N.A.M.; S.- 
A.M.; SEC; ANA; AFA; MASA; 
DMAA; ATCMU; BMU; PI; AA; 
HH .... and any other sets of initials 
that speak for business or advertising. 
Is it a good idea? 


Then the time is NOW. 
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At Last - 
The BEST 

Book on 
Business Letters ! 


QUICK INFORMATION ON: 


TITLE: How To Write Successful Business 
letters in 15 days. 

AUTHOR: John P. Riebel, Associate Pro- 
fessor of Business English at Ca- 
lifornia State Polytechnic College 
San Luis Obispo, California . . . and 
letter-writing consultant. 

PUBLISHER: Prentice-Hall, 70 5th 
Ave., New York 11, N. Y. 

PUBLICATION DATE: September 8, 1953. 

NUMBER OF PAGES: 276. 

PRICE: $4.95. 

BRIEF DESCRIPTION: Fifteen chapters of 
business letter writing fundamentais 
and improvement. One-chapter-a-day 
program to business letter success in 
just 15 days. Includes 175 example 
business letters; acknowledgment and 
contributions from 103 top sources. 


REPORTER RATING: Best yet. 


Just as sure as mail is direct, some- 
body’s going to question our use of | 
the word best to describe this new | 
book : 


“When you drop such a superlative, 
brother— you'd better qualify it! You 
and your paramount adjective are 
hanging over a critical cliff. Unless 
you want your fingers stepped on — 
you'd better explain BETTER THAN 
WHAT?” 


Precarious as our “Pauline” situa- 
tion might be... we'll still answer that 
How To Write Successful Business 
Letters in 15 Days is the best text on 
business letter writing we've ever read. 
There have been a lot of them. Many 
have been reviewed in The Reporter. 
Some have been bad. . . some good. . . 
some better. But at last— we've found 
the best. Best. . . without reservation. 

At the risk of flushing the faces of 
many “letter expert turned author” 
friends. . . we'll qualify our choice of 
this book. Distinction is found in the 
fact that where many of his predeces- 
sors fell flat on their typewriters — 
John P. Riebel can write. 


Too many business letter books are 
the result of a gleaning of hundreds 
of letters. . . thrown together by too 
frequent use of a paste pot, and a 
dash of blue pencil from the “author”. 
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ngac SALES MESSAGE 
and SAMPLE PRODUCT 


arrive together i... 
Bag-Velopes 


When you mail a sample of your prod- 
uct with a sales letter — you'll find that 
Bag-Velopes will . . . 

@ SaveTime —easy to pack —no 
tying, taping or 
labeling 

@ Save Money —no costly boxing, 
wrapping or twine 

@ Get Attention—because both letter 
and sample are 
received at the 
same time. 


Send for samples 


_ CURTIS 1000 INC. 


(380 Capitol Av 1000 University Ave 2630 Payne Ave 355 Moretto $1. NW. 3206 
HARTFORD, CONN st. Pau © ATLANTA. Ga HOUSTON, TEX 


GUMMED LABELS 


33 on a sheet, 16,500 in a ream 


20 reams $2.75 per ream 
10 reams 3.00 per ream 
5 reams 3.25 per ream 
2 reams 3.50 per ream 
One Time Carbon — $4.10 per Thousand» 
Size 8¥, x11 


Free Truck Delivery in Manhattan and Brochivn 
e 
m. victor, addressing service 


130 Flatbush Avenue STerling 9-8003 Brooklyn 17, New York 


ns GET THE FACTS! 


PHOTO-ENGRAVING COMPLETELY 
EXPLAINED TO THE LAYMAN 


Now — “brush-up" with this modern, complete and fully 
illustrated guide to correct photoengraving methods. 
24 HOUR SERVICE 
108 pages—Lovishly illustrated in black and white, and color 
HORAN ENGRAVING COMPANY, INC. 
44 WEST 28th STREET, NEW YORK 1, N. Y. 
Tel. MU 9-8585 * Branch Office: MArket 2-4171 


Please send me (prepaid) ...... copies of your 108 page revised 
book, Art and Technique of Photo-Engraving.”’ 
“around the clock My check for $........ is enclosed. 
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Congratulations TO THE 
GROLIER SOCIETY, INC. 


FOR WINNING THE 1953 DMAA 
BEST OF INDUSTRY AWARD 
FOR MAIL ORDER 


NEW UTRECHT PRESS, 


6301 NEW UTRECHT AVENUE, BROOKLYN 19, N. Y. @ 


FUND RAISERS 


"Thee are a lot of sound money rais- 
ing approaches but, deciding which 
of them you can use successfully for 


your appeal is always a problem. 


Ow business is helping non-profit 
organizations to increase their in- 
come through improving their direct 


mail fund-raising methods. 


Wen questions arise as to What 
To Do and How To Do It, get in 


touch with 


27 Washington Place East Orange, N. J. 
Telephone ORange 3-2233 


Specializing in the counseling and drama- 
tizing of direct mail fund-raising. 


INC. 


HOW TO WIN NEW MAIL 
ORDER CUSTOMERS IN 
VOLUME FROM 


MAIL ORDER LIST SERVICE, Inc. 


38 Newbury St., Boston 16, Mass. 
NEW MAIL ORDER CUSTOMERS IN VOLUME 


TR. jr. TRAVELING RACK 


Ten Hook-On Trays speed up print- 
ing, mimeographing, sorting, in- 
serting . . . keep things moving 
in the mai! room. Write for folder. 
All-Purpose Metal Equipmest Corp- 

Rochester 14, New York 


But here is a volume in which 175 
example letters are enhanced not only 
by the acumen of an experienced let- 
ter-writing consultant. . . but also with 
the adroitness of a prolific writer as 
well. Mr. Riebel is, in effect, an anal- 
ogist who has the ability to present 
his instruction in an impressive, lite- 
rary style. As a letter-writing consul- 
tant, his wisdom has been applied suc- 
cessfully in the correspondence opera- 
tions of Cadillac and Pontiac Cars; 
Gladding, McBean & Company, and 
other firms, 

How To Write Successful Business 
Letters in 15 Days is generously sprin- 
kled with Riebel observations such as 
this one: 

“Some people begin and end their 
letters as they drive their cars, partic- 
ularly when they start or stop their 
cars. You know what I mean: a series 
of bone-shaking jerks when starting; 
sudden and unexpected weaving and 
turning, with bursts of speed and 
head-bumping, spine-snapping jolt 
when they slam on their brakes for 
a stop. 

“All too many people write business 
letters in the same haphazard way. 
They fumble around getting started, 
wasting time and patience. Suddenly, 
without any previous warning, they 
zoom into their message with light- 
ning like speed. And then, without any 
warning whatsoever, they jam on their 
brakes, mumble some meaningless 
complimentary close, and are off to 
the next race.” 

After putting his finger directly on 
the problem at hand above... Mr. 
Riebel leaps in like an experienced 
policeman and unsnarls the traffic jam. 

Another of our reasons for throw- 
ing superlative bouquets at this book 
's because it omits the stereotyped 
chapter cassifications for different 
“types” of letters. There are no chap- 
ter breakdowns into credit, collection, 
inquiry letters, etc. Absence of these 
pigeon holes is best explained by Mr. 
Riebel, who gets off to a flying start 
in his Preface with: 

“Ordinarily, books on business let- 
ters are organized according to “types” 
of letters, as 1f a special technique had 
to be learned to write each different 
type. That is not true! There are basic 
fundamentals that are common to ail 
types of letters. Learn them and you 
will be well on your way toward 
knowing how to write effectively any 
‘type’ of letter.” 

The fundamentals begin with the 
excellent advice that before you can 
hope to write a successful letter, you 
must think friendly forceful thoughts; 
and you must develop friendly, force- 
ful attitudes toward your reader. 
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The book was written for an audi- 
ence that doesn’t want to waste time. . . 
that wants to learn how to improve 
its correspondence — but fast. In 
writing it, the author has proved that 
you don’t have to horse around for 
five or ten months to learn how to 

write successful business letters. As 4 
the title points out. . . you can do it h d h KIN 
in just 15 days! Us an US 

Each chapter is taken as a separate 
day. . . a separate lesson to be learned 
about fre letters. The average it’s AS EASY AS THIS! 
chapter’s reading time is about 15 
minutes. With just 15 minutes a day 
for 15 days you should be writing x 
more successful letters. 

Here's how Mr. Riebel’s 15-day pro- 
gram works. . . and what you can 
learn from the book: 

First Day: How to take the “no” out of 


your letters; a list of strong positive words 
and openings. 


Second Day: How to put more “You” in P 
your letter; forms and expressions that sound 1. She quickly 2. As her feet 


stilted and formal. loads the Thomas. releases pedal... 
Third Day: How to write from the “you” — we 
angle, making your reader feel that Ae comes 
first. 


Fourth Day: How to plan your letters; five 
elements of a good letter; how to revise for 
greater effectiveness. 

Fifth Day: What it costs you to write a single 
letter and how to cut that cost — save both 
time and money. 

Sixth Day: Ten good ways to start a letter; 
green light openings; how to use “thank you” 
opening or specific statement of fact. 4 ' - 
er 

Seventh Day: How to avoid red light open- e aweyse h det 

ings; examples of “stumbles”; words and her inspection! the pedal... 


phrases that get you off to the right start. * . . 1 
Elapsed collating time . . . 5 seconds per set! 
Eighth Day: Four rules to follow to write P 8 


forceful endings; how to close with a friend- 

ly personal note of good will; list of good FIGURE iT ouT! 

closers. 

Ninth Day: Watch for red light closes, trite | She does the work of five girls—faster, more accurately, and 

expressions, repetition, and monotony. without confusion—as she gathers 2 to 16 sheets into sets in one 

Tenth Day: How to put a “smile” in your | quick operation. She saves you from the chore of chasing around 

pro from department to department, to scare up more help. And she 

Eleventh Day: How to refuse or acknow- | beats those last-minute deadlines with time to spare! What 8 

ledge an order; put yourself in your reader's more, with the adjustable trays, she can handle almost any job 

-_ from 3” x 8” to 19” x 24”—whether it be price list, sales bulletin, 


house organ, directive, or any one of 101 different jobs. 


Day: be sired to “Tm If you're interested in more info on how to save time, build up 


sorry”; give graciously not with a grudge; | efficiency by as much as 500%, and get out rush jobs without 
examples of collection and credit letters. rushing, write us for free fact-filled illustrated folder and 


Fourteenth Day hen and how to use collating analvsis sheet. 
punctuation for more effective results, how . 


to make words out of commas, underlining 


~ 
Fifteenth Day: How to divide your thoughts, Thomas Collators, Inc., Dept. F Oy 


avoiding choppy sentences; how to write | 
smoothly and easily. 30 Church St., New York 7, N. Y. 

Each day's lesson is a complete Please send me folder 106 and collating analysis 
“course” on the route to better letters | 


...a “course” easily applied by any- ato. 


one. Mr. Riebel singles out the main 
points to be remembered. . . then 


builds them up to a crescendo of cor- | | 
respondence correctness. ollators 
He’s a stickler for naturalness and 


135 Sales and Service Offices 
from Coast to Coast 
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: Envelopeners dramatize your mailings in two ways: 
43 give you a frontal tie-in with your inside message 


Double 

drama to 
catch 
prospect! 
ENVELOPENERS 


(“For the buy of the year—just pull here”... 
"For an idea with zing—just pull the string”... 
etc.); then, the sheer novelty of this envelope 
goes to work to get your prospect inside quickly. In 
fact, it’s easier to Z-1-P and read than to pass it by. 


Write for samples and prices 


ADD PULL TAGS... 


Regular Envelopeners 
can carry an extra sur- 
prise and an extra sales 
message when printed 
tags are attached to the 
opening string. Ask about 
Pull-Tag Envelopes. 


/ THE C0 N N FLLY ORGANIZATION 
INCORPORATED 
1010 Arch Street, Philadelphia 7, Pa. 
Phone: MArket 7-8133 


The “Department Store of Direct Mail” 


RETURN-A-CARD SALES LETTERS © FLASH CARDS © ILLUSTRATED BULLETINS ¢ TRIPLE 

HEAD MULTIGRAPHING © TANDEM PRINTED LETTERS « ELECTRICALLY TYPEWRITTEN 

LETTERS © ADORESSING © LIST MAINTENANCE ¢ MAILING © FULL COLOR SPORT, 
SEASONAL, SCENIC, HOLIDAY & RELIGIOUS LETTERHEADS ¢ IMPRINTING 


DIRECT MAIL: 
How Seal-o-matic cut costs $352,000 


tual saving of 81%, in total man- 
hours!! 

This phenomenal performance by 
SOM gave still another saving — 
in time and shipping costs. Former- 


81°) man-hours saved 


One of biggest mailings ever 
undertaken! 63,000,000 24- 


page booklets 8%” x 11”.* 


Actual cost savings were reported 
in excess of $352,000.06. Tradi- 
tionally an envelope mailing, it 
would have taken more than 125,- 

000 man-hours — 
just to process 
for mailing. 
Ten SOM's, 
working two 
shifts, finished 
the job in 60 
days ... an ac- 


ly shipped out to various district 
offices for a decentralized mailing, 
several thousand clerical workers 
were forced to interrupt the'r regu- 
lar office duties to move these mail- 
ings out as rapidly as possible. 

Having the entire job completed 
so rapidly made it possible for 135 
men to complete the job easily and 
rapidly — at one centralized office. 
In terms of efficiency and time 
gained at these district offices, the 
effect of SOM on this jeb was as- 
tronomical. 


*Name of mailer in our files. 


SEAL-O-MATIC Machine Mig. Co., Inc. 
401-K Chestnut St., So. Hackensack, N. J. 


Write today for details on how SOM gives 
you faster economy in handling self-mailers. 


Automatic Sealing Service, Inc. 
11S Christopher Street, 
New York 14, N. Y. 
exclusive operators of SOM in 
New York area. 


friendliness in \etters. Because of it, 
he forsakes emphasis on the staid rules 
of grammar and punctuation. Rather, 
he devotes one chapter to showing 
how you can put more punch into 
your letters with punctuation by us- 
ing it for impact instead of English 
mastery. Comparing commas, semi- 
colons, dots and dashes with voice in- 
flection and body movements when 
you talk. . . he calls punctuation the 
“gestures of writing.” 

After mixing his knowledge and 
writing skill with some well-placed 
humor and a list of 123 hackneyed 
expressions you should avoid. . . he 
sums up the total with 12 main points. 
They are a summary of the author's 
own philosophy of life and letter writ- 
ing. Well worthwhile to remember: 


1. Think of your reader first — of 
yourself last. 


. Dictate with a big YOU. 


. Make marginal notes on every 
letter you read, as you read it. 


. Plan each letter carefully, thought- 
fully. 

. Tabulate and/or number your 
points for clarity. 


. Your opening and your closing 
sentences are two especially im- 
portant parts of your letter. 


. Know what you want to say — 
then be sure you have said it. 


. Keep a chronological file of car- 
bon copies of your own letters 
for study and ready reference. 


. Start your own collection of busi- 
ness letters for criticism and for 
ideas. 


. Read your letters carefully be- 
‘fore you sign and mail them. 


. Read everything you can about 
the writing of successful business 
letters. 


. Remember: Letter writing is your 
best and cheapest from of public- 
customer relations. 


It isn't often that we go completely 
overboard for a book here at The Re- 
porter. But on the cover of our copy 
of How To Write Successful Business 
Letters in 15 Days we've pasted a sheet 
with the names of all our staff. We're 
going to pass the book around and 
each of us devote 15 minutes a day 
to improving our correspondence. 

Perhaps we are out on a critical 
cliff with this one. But before you 
step on our fingers . . . try John P. 
Riebel’s 15-day program. After you 
do, maybe you'll be able to come up 
with a better word than dest! 
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How To Get The 
Right Start In 
Direct Advertising 
By Harrie A. Bell 
Section X: 


WHERE ARE THE PEOPLE 
WE WANT TO REACH 


(Part One): 


Anyone who contemplates the use 
of direct advertising to aid in making 
sales will, before he goes far, need to: 

1. Visualize the people whom he expects 
to reach. 

2. Know where they are. 

3. Learn how to get their correct names 
and addresses. 

When the manufacturer, the whole- 
saler, the retail merchant, the bank, 
the insurance company, and many 
other classifications of business men, 
want to use direct advertising to pro- 
mote sales, where can they find their 
probable buyers? 

For the sake of simplicity, we shall 
assume in this discussion that the di- 
rect advertising we are doing will all 
be sent by mail, so we shall use the 
familiar term mailing lists for refer- 
ence to the lists of possible prospects. 

Customers First 

In compiling any lists of prospects, 
do not overlook your present custom- 
ers. Many of those whom we glibly 
classify in our own minds as our cus- 
tomers are, in truth, only partly sold. 
Sometimes we are not selling them as 
much of a certain product as we could; 
often we are not selling them any of 
the other products we supply—they 
purchase only a part of our line; in 
every case they are being approached 
by our competitors, so that we need to 
keep them “sold” on pur own pro- 
ducts. For these three reasons, at least, 
our customers are our Class A pros- 
pects. 

In some few cases (where the pur- 
chase of the product is a once-in-a- 
lifetime event, or where it is an item 
for which average buyers have use for 
only one) customers would not be ap- 
proached for additional sales, but 
might prove valuable to provide names 
of new prospects. 

Furthermore, people are usually cau- 
tious about purchasing from business 
houses they do not know, or know 
only slightly. They do, however, have 
faith in familiar names. If they know 
your name or the trade name of your 
product, and have bought at least one 
of your items, it is only logical that 
they will show less sales resistance than 
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CLASSIFIED ADVERTISING 


Rates: $1.00 per line—minimum space 3 lines. Help and Situation Wanted Ads—S0c per 
line—minimum space 4 lines. Write The Reporter, 224 Seventh St., Garden City, N. Y. 


ADDRESSING 
OUR LISTS ARE FREE 


Retailers - wholesalers - manufacturers 
Banks - churches - institutions 
We charge only for addressing 

SPEED - ADDRESS KRAUS CO. 
48-01 42nd Street 
Long Island City 4, N. Y. 


ADDRESSOGRAPH PLATES 


IF YOU USE 
ELLIOTT-type STENCILS 
for addressing 
and want to 
REDUCE YOUR COSTS 
write to Box 65 
The Reporter 
Garden City, 

New York 


ADVERTISING AGENCIES 


For pulling direct selling mail order ad- 
vertising campaigns in newspapers, 
magazines, trade papers, consult Mar- 
tin Advertising Agency, 15 E. 40 St., 
Dept. 33A, N. Y. LE 2-4751. Est. 1923. 


We offer FREE ad design. Lowest rates 
on finished work. Let us design and 
place your next ad campaign to insure 
MORE results. Stewart Associates, 
20688 Beaufait, Detroit 36, Michigan. 


START YOUR MAIL ORDER 
BUSINESS! 
FREE mail order adv. consultation! 
Send $1 for rate list & brochure. G. 
FELDMAN, 1186 B’way, MU 3-419}. 


write fully giving age, education, ex- 
perience, salary wanted, etc. Address 
Box 62, The Reporter, Garden City, 
New York. 


Yeck and Yeck, Dayton, Ohio, is look- 
ing for a crackerjack writer, prefer- 
ably with a broad industrial advertising 
background, capable of intelligent prob- 
lem analysis as well as good writing. 


Write: Talbott Building, Dayton 2. 


LISTS 


10,000 AGRICULTURAL LEADERS 
Complete list of Agriculture Teachers 
in 48 states only $5.00. NATIONAL 
PUBLISHING CO., Auburn, Alabama. 


FORD, CHEVROLET PLYMOUTH, 
DE SOTO, DODGE, CHRYSLER, 
BUICK, OLDSMOBILE DEALERS 
COMPLETE NATIONAL LIST, SEPT. 
1953 CLEANED, ON ADDRESSED 
LABELS, 32M, $12.00 PER M., BOX 
64, THE REPORTER, GARDEN CITY, 
NEW YORK. 


CANADA'S BEST MAILING LIST 


200,000 live names on Elliott stencils 
Call your list broker — TODAY 
or Tobe’s, Niagara on the Lake, Canada 


OFFSET CUTOUTS 


Promotional headings, _ illustrations, 
cartoons, symbols, borders, panels, 
holiday art, type fonts, decoration, 
for offset reproduction. Most complete 
service in U. S. Free descriptive book- 
let. A. A. ARCHBOLD, Publisher, 
be a S. Lake St., Los Angeles 6, 
alif. 


FOR SALE 


Multigraph Folder, in perfect condition 
with A.C. motor. Will fold five to six 
thousand hourly. Has been completely 
overhauled. Replaced by large Baum 
Folder, only reason for sale. Price 
$135.00. Mascoutah Publishing Com- 


pany, Mascoutah, Illinois 


ELLIOTT STEEL CABINETS 
For stencils, with 100 steel trays. Also 
addressing machines — bargains. Saver 
& Wallingford, 147 Broadway, New 
York City 13. 


Nearly new Elliott 1250 addressing ma- 
chine equipped for 250 stencil capacity. 
$225. Box 187, Crystal Lake, Illinois. 


HELP WANTED 
ADVERTISING ASSISTANT 


Experienced writing direct mail Jetters 
and literature. Real opportunity. Please 


CARTOONS - 


THAT SPARK YOUR COPY- PUNCH 
HOME YOUR SALES STORY! 
FAST MA/L SERVICE... 


Ray Tuompson. 


6 GREENWOOD AV. WYNCOTE PA. 


OPPORTUNITY 


Printer Offers 8% commission on all 
work we receive through your recom- 
mendation. Reliable, Good quality. Let- 
terpress and offset. Box 61, The Re- 
porter, Garden City, N. Y. 


POSITION WANTED 


MAIL ORDER IDEA MAN 
College graduate has 2200 hours spe- 
cialized mail order training. New ideas 
to spark your business — fire me if 
you don’t get them. 25. Married. Start 
at low salary. Write for more informa- 
tion. The Reporter, Box 63, Garden 
City, New York. 


SPECIAL SERVICES 
MILLIONS BUY BY MAIL—Get month- 


ly facts on opportunities in this rich 
held: Ideas, Plans, Merchandise Tips, 
Trends, etc. 5000-word Report No. 10, 
$1.00. Elson, Box 1631, Dept. 5, Fargo, 
N. Dak. 


LIST OF EXPECTANT MOTHERS 
IN STATE ORDER 
AVAILABLE TO DIRECT MAIL USERS. 


Submit specific needs and literature to 
Box 66, The Reporter of Direct Mail 
Advertising, Garden City, New York. 
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DIRECT MAIL DIRECTORY 


LISTINGS ONE LINE PER ISSUE, $10.00 PER YEAR 


ADDRESSING Delta Envelope Co,..1166 Terminal St., . bs Box 2523, Memphis 2, Tenn. 
Ace Typing Service............ 467 Second Avenue, New York 16, N.Y. Double Envelope Corporation........... O. Box 658, Roanoke 4, Virginia 
Creative Mailing Service .........0+0:: No. Main St., Freeport, N.Y. Garden City Envelope Co......... 3001 North Rockwell St., Chicago 18, III. 
De Groodt and Associates, Inc....... 17 ped 48th St., New York 10, N. Y. The Gray Envelope Mfg. Co., Inc........... 55—33rd St. Brooklyn 32, N.Y. 
417 Cleveland Ave., Plainfield, NJ. Heco Envelope Compeny............ 4500 Cortland St., Chicago 39, Ill. 
National Advertising Service, Inc....... 2055 N. 17, Kansas City 4, Kansas McGill Paper Products, Inc.......... 501 Park Ave., Minneapolis 15, Minn. 
ADDRESSING MACHINES Rochester Envelope Co... ......... 72 Clarissa Street, Rochester 14, N.Y. 
; ; The Standard Envelope Mfg. Co....1600 East 30th St., Cleveland 14, Ohio 
310 No. St., 7, Tension Envelope Corporation. .....522 Fifth Avenue, New York 36. N.Y 
Sever & Wallingford.............. 147 West Broadway, New York 13, N.Y Tension Envelope Corporation... 19th & Campbel Sts., Kansas City 8, Mo. 
ADORESSING — TRADE Tension Envelope Corporation... .5001 Southwest Ave., St. Louis 10, Mo. 
Shapins Typing Service...........+.. 68-11 Roosevelt Ave., Woodside, N.Y Tension Envelope Corporation. . "123-129 N. Second, Minneapolis 1, Minn. 
Star Typing Service. ... 45-21 162nd St., Fiushing, New York Tension Envelope Corporation. ..... 1912 Grand Ave., Des Moines 14, lowa 
M. Victor ..... ane . 130 Flatbush Ave., Brooklyn 17, N.Y. Tension Envelope eT,» .5900 East Rosedale, Fort Worth 12, Texas 
“ADVERTISING AGENCIES Transo Envelope Co...... . 3542 N. Kimball Avenue, Chicago 18, Illinois 
ea ee P. O. Box 254, North Canton, Ohio Transo Envelope Co............. 22 Monitor St., Jersey City, New Jersey 
Institute of Sales Promotion. 131 Lafayette Street, New York 13, N.Y United States Envelope Company.................65. Springfield 2, Mass. 
The Jay H. Maish Company................4.. On Gospel Hill, Marion, Ohio The Wolf Envelope Company...... 1749-81 E. 22nd St., Cleveland |, Ohio 
Martin Ad Agency (Direct Mail Order)...15 PA. E. 40, New York 16, N.Y. ENVELOPE SPECIALTIES 
Roskam Advertising (Mail Order)............ 1430 Grand, Kansas City 6, Mo. Columbia Envelope Co. 2015 N. Hawthorne Ave. Melrose Park, I/!., Chicago,Sub. 
 F J eae 5 Columbus Circle, New York, New York The Connelly Organization, inc..1010 Arch Street, Philadelphia, 7, Penns. 
ADVERTISING ART Capitol Avenue and Flower St., Hartford, Conn 
—— P. O. Box 812, G lle, S. C. Garden City Envelope Co....... 3001 North Rockwell St. Chicago 18, Ill. 
124 ‘West Clinton Ave., Tension Envelope Corporation. ..19th & Campbell Sts., Kansas City 8, Mo. 
Roskam Advertising| (Mail Order)............ 1430 Grand, Kansas City 6. Mo. - , FOREIGN POSTAGE 
349 Tenth St., Moline, Illinois Foreign Postage Service. ....... 6 Lahey Street, New Hyde Park, New York 
AUTOMATIC TYPEWRITING IMPRINTERS — SALES LITERATURE 
Ambassador Letter Service Co........... 11 Stone St., New York 4, N.Y. L. P. MacAdams Company. ..... 301 John Street, Bridgeport 3, Connecticut 
Arrow Letters Core 307 West 38th St.. New York 18, N.Y Wolfe Imprinting Company................6. 52 Pearl St., Buffalo 2, N.Y. 
W. J. Reynolds & Company....109 North Dearborn St., Chicago 2, Illinois LABEL PASTERS 
BINDING Potdevin Machine Company.............. 200 North St., Teterboro, N. J. 
Publishers Book Bindery, Inc...... .. 148 Lafayette Street, New York 13, N.Y. rams 
BOOKS Penny Label Company..............+++. 9 Murray St., New York 7, N.Y. 
The Art & Technique of Photo Engraving, Horan Co., N.Y. 1, N.Y. 130 Flatbush Brooklyn 17, N.Y. 
Art for Reproduction .... Repro Art Press, 80 Sth w York 11, N.Y. LETTER GADGETS 
BUSINESS CARD SERVICE Hewig Company............-0+.0: 45 West 45th St., New York 19, N.Y. 
aves 270 Lafayette St., New York 12, N.Y 111 West Jackson Bivd., Chicago 4, Illinois 
CARTOON ADVERTISING vc 545 Fifth Avenue, ‘New York 17, N. Y. 
a: CATALOG PLANNING Brunner Printing Company, Inc........ lefferson Ave., Memphis, Tenn. 
: R. O. H. Hill, Imc...... 270 R Lafayette Street, New York 12, New York 
Cullen Rapp Studios...............5. 150 West 34th St., New York 1, N. Y. Arthur Themgcen & Compeny..... 109 Market Place, Baltimore 2, Maryland 
Edward W. 175-35 88th Ave., Jamaica 32, N. Y. 
First National Bank Bidg., Howell, Michigan MAIL ADVERTISING ) 
Roskam Advertising (Mail Order)...... 1430 Grand, Kansas City 6, Missouri Acme Mail Advertising Co.......... Dodge St., Omaha 2, Nebraska 
. 1120 Wilson Ave., Peoria 4, Illinois Advertisers Associates, Inc......... 1627. Penn Ave., Pittsburgh 22, Pa. 
Dick Sutherland—Business Ideas....1609 NE 23rd St., Ft. Lauderdale, Fla. BSenart Mail Sales Service, Inc....... 228 East 45th St. New York 17, N.Y. 
442 East 20th St., New York 9, N.Y. Century Letter Co., 48 East 21st St.. New York 10, 
386 Victoria St., Toronto 2, Ont., 
Homer J. Buckley....... Bivd., Chicago 4, Ill. Fair Mail Service....... 417 Cleveland Ave. Plainfield, 
Chase and Richardson, Inc........... 9 East 45th St.. New York 17, N.Y. The Folks on Gospel Hill.............. 400 S. Main Street, Marion, Ohio 
Dickie-Raymond, Inc...............+s- 80 Broad Street, Boston 10, Mass. The Lemarge Company............. 417 S. Jefferson St., Chicago 7, Ill. 
Direct Mail Services......... 175 Luckie Street, N. W., Atlanta 3, Georgia ee ee rer rere 214 Mission St., San Francisco 5, Cal. 
Duffy & Assosiates, Inc. ....918 North 4th Street, Milwaukee, 2 Wisconsin Long Island Letter Service............. 95 Mineola Blvd., Mineola, N.Y. 
The Folks on Gospel Hill.............. 400 S. Main Street, Marion, Ohio Mailograph Co., Inc... 39 Water St., New York 4, N.Y. 
Frederick +++ 2123 East 9th St., Cleveland 15, Ohio ~ 
institute of Seles Promotion...... 131 Lafayette Street, New York 13, N.Y National Advertising Service, Inc....... 2055 N. 17, Kansas City 4, Kansas 
Mattegsemth Ca, WO... cccccccccccces 39 Water Street, New York 4, N.Y. Premier Printing & Letter Service........ 620 Texas Ave., Houston 2, Texas 
Proper Press, 129 Lafayette Street, New York 13, N.Y. The Rylender & 
Sande Rocke and Company. ...44 West 4th Street, New york 12, New York Pe” 
Roskam Advertising (Mail Order) neler ptt 2. 1430. Grand, Kansas City 6, Mo. Woodington Mail Adv. Service............ 1304 “Arch St., Philadelphia 7, Pa. 
Sales Letters, Inc. jraasbuese 250 West 49th St.. New York 19, N. Y. MAILING LISTS—Brokers 
11 Beacon St., Boston 8, Mass. * Archer Mailing List Service...... 140 West 55th St., New York 19, N.Y 
dn 134 Summer St., Boston 10, Mass. * George R. Bryant Co. of N.Y., Inc. ..595 Madison Ave., New York 22, N.Y. 
DIRECT MAIL — DEALER HELP © Bryant Co... 75 East Wacker Drive, Chicago 1, 
National Advertising Service, inc....... 2055 N. 17, Kansas City 4, Kansas * Walter Drey, Inc......... 333 N. Michigan Avenue, Chicago 1, Illinois 
157 Federal Street, Boston, Massachusetts 
COMPANY... venue, New * Guild Company............-- 160 Engle Street, Englewood, New Jersey 
Mailers’ Equipment 40 West 15th St., New York 11, N.Y. 4 25 West 45th New York 36, N. Y. 
DIRECT MAIL EQUIPMENT — MANUFACTURERS * Willa Maddern, Inc................-. 215 Fourth Ave., New York 3,N.Y. 
All Purpose Metal Equipment Co. ..255 Mill Street, Rochester 14, N.Y. Mapleton Service Cormpany.......... 399 Kings Highway, Brooklyn 23, N.Y. 
Autopen Company.......... 1028-20th Street, N. W., Washington 6, D.C. * Mosely Mail Order List Service....... 38 Newbury St., Boston 16, Mass 
B. H. Bunn Company...... 7605 South hewn 1 - Avenue, Chicago 20, Ill. * Names Unlimited, inc.............. 352 Fourth Ave., New York 10, N.Y. 
Davidson Corporation. .... 29 Ryerson St., Brooklyn 5, N. Y. 932 Broadway, New York 10, N.Y. 
Felins Tying Machine Co........ 3351 North 35th St., Milwaukee 15, Wisconsin Roskam Advertising (Mail Order)............ 1430 Grand, Kansas City 6, Mo. 
General Binding Corporation. ...808 West Belmont Avenue, Chicago 14, III. * James E. True Associates............. 419 4th Ave., New York 16, N.Y. 
a atic Machine 9 °. estnut St., ensac 
Thomas Mechanical Collator Corp. . .30 Church Street, New York 7, N. Y , os ‘ MAILING LISTS—Compilers & Owners 
DIRECT MAIL GIFTS Allison Mailing Lists..........-.+...-006- 222 Fulton Street, New York 7, N.Y. 
ew American Development Co. 600 Michigan Theatre Bidg. Detroit 26, Michigan 
George E. McWeeney Co....... 120 Milton Avenue, West Haven 16, Conn. Arrow Industrial Lists.......... 532 Main Street, Holyoke, emaduante 
ELLIOTT STENCIL CUTTING Associated Advertising Gervice............. — Willow St., Port Huron, Mich. 
Clear Cut Duplicating 149 Broadway, New York 6, N.Y. 3 Broadway, New York 13, N.Y. 
Creative Mailing Service.............. 460 North Main St., Freeport, N.Y. Boyd’s City Dispatch, Inc..... . 114-120 a 23rd St., New York 10, N.Y. 
Spotts Mailing Corp......... 2388 University Avenue, St. Paul, Minnesote Calvin News Service.......... 101 Fest 46th St. New york 36, New York 
ENVELOPES Catholic Laity Bureav......... 45 West 45th Street, New York 36, New York 
American Envelope Mfg. Corp....... 26 Howard St., Creative Mailing Service.......... 460 No. Main St., Freeport, New York 
The American Paper Products Co... .. Walter Drey, Inc............. 333 N. Michigan Avenue, Chicago |, IIlinois 
Atlanta Envelope Co., 1700 Northside Drive, P.O. Box 1267, Georgia 157 Federal Street, Boston, Massachusetts 
397 High Walter Drey, Inc........... 257 Fourth Avenue, New York 10, New York 
Columbia Envelope Co. 2015 N. Hawthorne Ave. Melrose Park, Sub. Drumcliff Advertising Hillen Rd., Towson 4, Md 
Semuel Cupples Envelope Co., Inc....... 360 Furman St., Brooklyn 2, N.Y. Dunhill List Company, Inc........... 565 Fifth Ave., New York 17, N.Y. 
Cupples-Hesse Corp.,........... 4175 N. Bivd. St. Louis 15, Mo. Jewish Statistical Bureauv............... 320 Broadway, New York 7, N.Y. 
Curtis 1000 Incorporated....Capito! Ave. & Flower St., Hartford 6, Conn. The Walter S. Kraus Co........... 48-01 42nd St., Long Island City 4, N.Y. 
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Mail-Ad Co. 

Market Compilation Bureau 
Montgomery Engineering Company 
J. R. Monty Turf Fan Lists 

Official Catholic Directory Lists 
W. S. Ponton, | 


lobertson Bivd., Hills, California 
11814 N. Hollywood, Calif. 
8500 - 2 St., Detroit 6, Michigan 

201 East an St., New York 17, N.Y. 

12 Barclay St., New York 8, N.Y. 

50 East 42 Street, New York 17, N.Y. 


CONSULTANT 


MAIL 
Whitt Northmore Schultz 115 Old Elm Lane, Glencoe, Illinois 


MA STATIONERY 

Tension Envelope Corporation....19th & Campbell Sts., Kansas City 6, Mo. 
MULTIGRAPH SUPPLIES 

Chicago Ink Ribbon Company.......... ...19 So. Wells St., Chicago 6, Ill. 


PAPER MANUFACTURERS 
The Beckett Paper Company .. 
Fox River Corp 
W. C. Hamilton & Sons 
Hammermil! Paper Company...... 
International Paper Company 
McLaurin-Jones Company 
Mead Sales Co 
Mohawk Paper Mills, 
Neenah Paper Co 
Nekoosa-Edwards 
Peninsular Paper Company 
Rising Paper Company 


Hamilton, Ohio 

Appleton, Wisconsin 

Miquon, Pennsylvania 

Erie, Pennsylvania 

220 East 42nd St., New York 17, N.Y. 
Brookfield, Massachusetts 

810 Public Ledger Bidg., Philadelphia 6, Pa. 
465 Saratoga Street, Cohoes, New York 


Wisconsin 
Michigan 
Housatonic, Massachusetts 
PARCEL POST MAILING BOXES 
Corrugated Paper Products, Inc 2235 Utica Ave., Brooklyn 34, N. Y. 
PHOTO ENGRAVERS 
460 West 34th St., 
PHOTOS IN QUANTITY 
350 W. 50th St., 
POSTAL INFORMATION 
150 Nassau Street, New York 38, New York 


Pioneer-Moss, Inc. New York 1, N.Y. 


Moss Photo Service, Inc New York 19, N.Y. 


Postal Digest Company 


PRINTING EQUIPMENT 
4510 East 7!) St., 


PRINTING—Letterpress 


Harris-Seybold Co Cleveland 5, Ohio 


The Davenport Press, , Mineola, N.Y. 

McCormick-Armstrong Co.......1501 East Douglas Ave., Wichita 1, Kansas 

New Utrecht Press, Inc.....6301 New Utrecht Avenue, Brooklyn 19, N. Y. 

Richmond Press 23 South St. Box 654, Boston 2, Mass. 
PRINTING—Offset Lithography 

Bachman Reproduction Service 259 East 43 Street, New York 17. N.Y. 

H. S. Crocker Company, San Bruno, California 

Herst Litho, Inc. 525 West 52nd Street, Now York 19, New York 

McCormick-Armstrong Co 1501 East Douglas Ave., Wichita 1, Kansas 

PRINTING—Letterpress and Offset Lithography 
Paradise Printers and Publishers Paradise, Peonneete 
Printcraft Press, Inc.,..... . 229 West 28th St., New York 1, N.Y 

Proper Press, 129 Lafayette Street, New York 13. N.Y. 

Shield Press, Inc. 2010 Montcalm St., Indianapolis, Indians 
SALES PROMOTIONAL COUNSEL 

Martin Ad Agency (Direct Selling Mail Order)... .15 PB €. 40, N. Y. 16, N.Y. 

SPEEDAUMAT EMBOSSING 
2 East 23rd Street, New York 10, N.Y. 
130 Flatbush Avenue, Brooklyn 17, N.Y. 


SYNDICATED HOUSE MAGAZINES 
The William Feather Co 12 Huron Rd., Cleveland 15, Ohio 
Wetmore & Company “Business Brief,” 1015 So. Shepherd Dr., Houston, Tex. 
TRADE ASSOCIATIONS 
Advertising Trades Institute, Inc 270 Park Avenue, New York 17, N.Y. 
Direct Mail Advertising Assn 17 East 42nd St., New York 17, N.Y. 
Mail Advertising Service Assn 18652 Fairfield Ave., Detroit 21, Mich. 
TYPOGRAPHY — VARITYPING — IBM — PSM 
Clear Cut Duplicating Co 149 Broadway, New York 6, N.Y. 
VARITYPE EQUIPMENT 


The Adamm Company 250 Third Ave., New York 10, N.Y. 


COLOR POSTC 
Moss Photo Service, Inc 


ARDS 
350 West 50th St., New York 19, N.Y. 


Walter “Doc” Hanson 


those who scarcely know of your firm, 
or have never heard of you at all; an- 
other reason why customers are good 
prospects. 

No matter how well known you 
may believe your firm to be, it is like- 


lievable to executives of long-established 
concerns. They may admit that they 
do not have a monopoly of sales—but 
still claim that “everybody in the trade 
knows us.” 

They fail, it seems, to remember 
that there is a constant change in busi- 


303 Buckeye Building, Cleveland 15, Ohio 


Zenith Typewriter & Adding Machine Co. 34 E. 22nd St. New York 10, N.Y. 


whom you fondly rate as your custom- 
ers, new managers from other fields 
come into power; a new generation 
grows up in the business; competitors 
make hard drives to supplant you as 
the source of supply. As someone has 
put it: “Your customers are your com- 


ly there are those who never heard of 
you. This is sometimes almost unbe- 


ness—as in all life. Among those firms 


petitor’s prospects.” (art. i next month) 


4177 N Kingshighway « St. Lovis 15, Mo. 
3631 Michigan Avenue ¢ Detroit 16, Mich. 
1485 Keosauqua Way 


Pay OY 


Your mailing—and the envelope that car- 


ries it—pays off only when the reader 
opens that envelope to get at the message 
inside. 

Cupples-Hesse envelopes, employing cus- 
tom embossing and colorful printing, are 
designed to attract attention and arouse 
interest that pull the reader inside. Be- 
cause they help you get more readers, the 
direct mail pay off is bigger when you use 
Cupples-Hesse envelopes. 


Write for samples today. 


CUPPLES-HESSE 


CORPORATION 


e Des Moines 14, lowa 
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AS REQUIRED BY LAW 


Statement of the Ownership, Management, 


Circulation, etc., required by the Acts of 
Congress of August 24, 1912, and March 
3, 1933, of THE REPORTER of Direct 
Mail Advertising. 


Published monthly at ee City, New 
York, for October, 19 


State of New York, County of Nassau, SS.: 


Before me, a notary public in and £ 
the State and County aforesaid, person- 
ally appeared M. L. Strutzenberg who 
having been duly sworn according t jaw, 
deposes and says that she is the Bur ess 
Manager of the magazine, The Reporter 
of Direct Mail Advertising and that the 
following is, to the best of her knowledge 
and belief, a true statement of the own- 
ership management, etc., of the aforesaid 
publication for the date shown in the 
above caption, required by the Act of 
August 24, 1912, as amended by the Act 
of March 3, 1933, embodied in section 
537, Postal Laws and Regulations, print- 
ed on the reverse of this form, to wit: 


1. That the name and address of the 
publisher, editor, managing editor is 
Henry Hoke, 224 Seventh Street, Garden 
Ciy, N. Y¥. That the name and address 
of the business manager is M. L. Strut- 
xenberg, 224 Seventh Street, Garden City, 
Y. 


2. That the owner is: The Reporter of 
Direct Mail Advertising, Inc., 224 Seventh 
St.. G rden City, N. Y. The names and 
of stockholders owning or hold- 
ing one per cent or more of total amount 
of stock are: Henry Hoke, president, 365 
Stewart Ave, Garden City, N. Y., M. 
L. Burfeind, treasurer, 96 President St., 
Lynbrook, N. Y., Henry R. Hoke, Jr., 
secretary, 17 Pell Terrace, Garden City, 
N. Y. 


3. That the known bondholders, mort- 
gagees, and other security holders owning 
or holding one per cent or more of total 
amount of bonds, mortgages or other se- 
curities are: Henry Hoke, president, 365 
Stewart Ave., Garden City, N. Y., M. L. 
Burfeind, treasurer, 96 President St., Lyn- 

. N. Y., Henry R. Hoke, Jr., see- 
retary, 17 Pell Terrace, Garden City, N.Y. 


4. That the two paragraphs next above, 
giving the names of the owners, stock- 
holders, and security holders if any, con- 
tain not only the list of stockholders and 
security holders as they appear upon the 
books of the company, but also, in cases 
where the stockholder or security holder 
appears upon the books of the company 
as trustee or in any other fiduciary rela- 
tion, the name of the person or corpora- 
tion for whom such trustee is acting is 
given; also that said two paragraphs con- 
tain statements embracing affiant’s full 
knowledge and belief as to the circum- 
stances and conditions under which stock- 
holders and security holders who do not 
appear upon the books of the company 
as trustees, hold stock and securities in 
a capacity other than that of a bona fide 
owner; and this affiant has no reason 
to believe that any other person, associa- 
tion, or corporation has any interest 
direct or indirect in the said stock, bonds, 
or other securities than as so stated 
her. 


M. L. STRUTZENBERG 


Sworn to and subscribed before me this 
25th day of September, 1953. 


Frances Mantel, Notary Public. 
Commission expires March 30, 1954. 


(from page 14) 
that the letters in everyone’s name 
“when worked out scientifically” carry 
the vibrations of certain numbers. But 
before your numbers start vibrating to- 
ward a fortune . . . you've got to send 
this crum $1.00 for “the secret infor- 
mation.” So happens that the little bir- 
die on our window sill who reported 
this swindler to us has a couple of 
hundred code names on lists. How could 
his mame have “caught the eye” of 
this self-style Dunninger . . . . when 
actually it was a coded one on a num- 
ber of lists? One of the lists purchased 
by this shady sifter! As a mental wizard 
- . » he should gaze less at his crystal 
ball and more at Webster: “You will 
receive by return mail enlightening 
guidance and information that will def- 
initely change the pattern of your life, 


etc.” Nuts! 
JJ) 


CIBOOMERANG! Arrow Service (col- 
lection agency) 271 State St., Schenec- 
tady 5, N. Y. sent out a sales letter 
that was much too clever. It boomerang- 
ed back to them with a terse accusation 
of misrepresentation from at least one 
recipient. Letter was a solicitation of 
Arrow services to insurance companies 
. ... in the form of an actual collection 
letter. It was written as though the in- 
surance company receiving it owed an 
unpaid balance of $106.00 to Bellows 
& Powell Co. . . . and the account was 
long overdue. The back of the letter 
offered an explanation: “The firm of 
Bellows & Powell is purely fictional, and 
you don’t owe them a single sou, of 
course.” Then came explanation of Ar- 
row courtesy collection letter service. 
But is was tog late. The actual collec- 
tion letter approach had shocked the 
insurance company receiving it. Fooled 
them . . . and only made them bitter 
when they discovered it was only a sales 
stunt. Good sales letters shouldn’t scare 
the recipient. O’Henry endings should 
be avoided . . . especially when you're 
dealing with serious things as over-due 


accounts. 

CODECOR-RATER is the name of an 
ingenious home decorating aid slide 
chart being offered to consumers for 10 
cents by A. & M. Karagheusian, Inc., 
295 Sth Ave., New York 16, N. Y. 
Slide chart shows at a glance the correct 
color combinations that should be used 
with Gulistan carpets . . rules for 
choosing the right size carpet, points to 
consider when buying a carpet, and sug- 
gestions for proper style carpet to go with 
certain type homes. The chart is a re- 
vised edition of Karagheusian’s popular 


“How Carpet Makes Your Decorating 
Dreams Come True” booklet . . . with 
all of the booklet’s information included, 
plus additional color guides. The Decor- 
Rater is pocket size and easy to under- 
stand and work. 


OBJECTIONABLE ADVERTISING 
is due for a nation-wide slam under a new 
American Assoc. of Advertising Agencies 
Interchange program. A.A.A.A. has re- 
leased a series of posters (prepared by 
Robert Pliskin of McCann-Erickson, 


Inc.) to participating agencies who will 
be on the look-out for objectionable ads 
that hurt advertising as a whole. Sore- 
thumb examples sent to A.A.A.A. will 
be forwarded to the agencies responsi- 
ble for whatever action they wish to 


Do something about it! 


take “to clean the bad examples up.” 
Participation in the Interchange is open 
to all agencies interested in the program. 
Write to A.A.A.A. at 420 Lexington 
Ave., New York 17, N. Y. 


17) 


FROM THE OTHER SIDE OF 
THE FENCE .. . once agai we've 
got to blast those editorial super space 
salesmen who are still bombarding man- 
ufacturers. A manufacturer's product is 
picked out and the sales manager gets 
a letter from the editor of the “pub- 
lications” reading: “The Editorial Board 
of Blank Blank would like to feature 
your product in a forthcoming issue, 
c.” Then the pitch: “In order to fea- 
ture your product, we need suggested 
copy of about 60 words, a glossy photo, 
if available; and authorization to bill 
$15.00 production charges on publica- 
tion.” The letter is signed by the editor. 
We've received many hot-under-the-col- 
lar reports on these so-called publica- 
tions from our readers. We don’t blame 
them for being hot. It’s terrible tactics 
if we ever saw it. To paraphrase Kip- 
ling: “Editorial is editorial and adver- 
tising is advertising . . . and never the 
twain shall meet.” Not even for 15 
bucks “production charges.” 
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MISSIONARY 
SALES WORK 


NOW! Army Skilled Help 
expands the services of bin oN, 


You Know ALLISON for the excellence of its 


INDUSTRIAL LISTS - MAIL ORDER BUYERS 
STRATIFICATION NEWLYWEDS BIRTH LISTS 


more than 12,000 mailing lists 


Now Allison has become the newest member of the A.D. of A., the most 
complete direct mail and distribution service organization in the U.S.A. 


Whatever, your needs in lists... backed by a complete direct mail service of 
highest dependability, call 


ALLISON MAILING LISTS, Inc. 


Newest Division of 


Apverrisinc Distrisutors of AMERICA, inc. 


- 400 Madison Avenue, New York 17, N. Y., MUrray Hill 8-6500 | 


4 \ go’ yn 12 
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TICONDEROGA 


i is always the prime beginning for quality work .. . 

. the right setting for fine printing and engraving, 

i‘ yet most economical. Give your booklets, programs, 

| announcements, menus and other literature that 
added quality feel of Ti-Text. You'll find it stocked in 
seven attractive colors, plus Brite White and Cream 
White, with plain or deckle edges, and in laid or wove 
finishes. Envelopes to match. Choice of 60 Ib., 
70 Ib., and Cover weight. 


PAPERS FOR PRINTING AND CONVERTING 


220 East 42nd Street, New York 17, N. ¥. 
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